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THAT 
The Hardware & Mill Supply jobbers are 
the legitimate mediums of distribution. 


THAT 

Manufacturers selling direct to con- 
sumers are in competition with their 
jobbers. 


THAT 
Suggested re-sale prices should yield 
just profits to the jobber. 


THAT 
Manufacturers should lend fullest 
cooperation in solving distribution prob- 


lems effecting jobber’s and manufac- 
turer's mutual interests. 


THAT 


Constructive activities should be em- 
ployed to assure the maintenance of a 
stabilized market. 


STAR HACK SAWS 


CLEMSON BROS., Inc. vy MIDDLETOWN, N. Y. 
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Brown-Rogers-Dixson Company of Win- 
ston-Salem, N. C., one of the country’s 
leading distributors, has been doing busi- 
ness with us for a great many years. The 
following letter from Mr. Bradford, 
General Sales Manager, gives three rea- 
sons why they push the sale of Greenfield 
Small Tools . . . and why they confine 
their purchases to our line: 


“We attribute in no small measure 
our success with the sale of the lines 
which you manufacture to the excel- 
lent cooperation which you and your. 
representatives have accorded us, as 
well as the complete information 
furnished for our salesmen. ... We 
are 100% satisfied with our source 
of supply and the help which you 





00 Feasons 


have given us. There are other lines 
of tools on the market, but the qual- 
ity of Greenfield taps and dies, to- 
gether with the organization back of 
the product, is an incentive for us to 
confine our purchases to your com- 
pany.” 


Distributors and dealers are more in- 
terested today in volume and lower sell- 
ing costs than ever before. That is why 
an increasing number of leading houses 
are doing exactly what Brown-Rogers- 
Dixson Company finds so advantageous. 
Perhaps it would pay you to concentrate 
your small tool purchases to the broad 
Greenfield line. It’s worth investigating 
thoroughly. 





New York: 15 Warren St. Chicago: 


Canadian Plant: 


611 W. Washington Blvd. 
Greenfield Tap & Die Corp. of Canada, Ltd., Galt, Ontario 


Detroit: 228 Congress St., W 


H. A. Jan 





published weekly by the IRON AGE PUBLISHING CO.. 
13. at the Post Office at New York, under the 
25c. each. 


Act . ae 3, 1879. 
Vol. 125, No. 1. 


New York, N. Y., U. S. A. 


239 West 39th Street, $3.00 
00 per year. 
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WHAT 


will your share be 
when America 
spends billions 
this spring ? 


HEN America spends billions this coming 

spring on new construction projects for 
expanding government, railroad, utility and 
industrial facilities, what effect will this have 
on the hardware dealer? Quite an effect, you 
will admit, providing he is prepared with the 
proper merchandise. This vast expansion pro- 
gram will reach into practically every section 
of the United States and with it will come pur- 
chasing power—purchasing power to buy tools 
and equipment. The wide-awake hardware 
dealer is going to cash in on this building pro- 
gram by carrying a well-rounded stock of the 
proper tools. He is going to be well supplied 
with Greenlee expansive bits, bit extensions, 
chisels, augers, etc. And he is going to carry 
Greenlee tools because the trade likes them. 


Now is the time to check over your stock. 
Have high-grade tools on the shelves, ready for 
immediate sale. Get them now, because next 
spring expanding America won’t wait for you 
to order them. 


District Sales Offices: San Francisco: Sheldon Bldg. 


New York: 15 Warren St. Los Angeles: 1302 Washington Bldg. 


Boston: 3438 Binford St. Seattle: L. C. Smith Bldg. 


Philadelphia. 2401 Chestnut St. Montreal: 129 St. Peter St. 


Nashville: 504 Cotton States Bldg. Vancouver: 2808 39th Ave. West 





No. 6 Setfast Expansive Bit and No. 900 Bit Extension 


Below—Note the easy way in 
which the Greenlee Setfast is 
set and locked. Set it with 
the left thumb and lock it by 
one quarter turn of the screw 
driver. 




















Above—Here is the positive 
lock on the Greenjee Bit ex- 
tension. The holding sleeve 
absolutely stays locked, in- 
suring a positive grip on the 


bit shank at all times. 


Tools that 
Stay Sold- 
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Gray-Wick 
Wire Cloth 





WEAVING WIRE CLOTH 


Weaving is the final stage in the making of fine Wire 
Screen Cloth. This photo shows one of our giant 
Looms in operation. An automatic shuttle carries the 
cross wires back and forth through the lengthwise wires, 
to form a perfect mesh. 


12 Mesh, No. 33 gauge each way 

14 Mesh, No. 33 gauge each way 

16 Mesh, No. 33 gauge filler 
No. 34 gauge warp 


Ch 








> 


Pete 


COL 





























Made RUST-RESISTING 
With COPPER BEARING Steel 


Wickwire GRAY-WICK Screen Wire 
Cloth is made to resist rust. The wire used 
is drawn from Open Hearth Copper Bear- 
ing Steel which tests have proved to be far 
more rust-resisting than ordinary steel 
wire. This wire is also drawn one-quarter 
gauge OVERSIZE. 


In GRAY-WICK the electro plating is of 
8 to 10% Zinc Coating, enameled with a 
heavy coat of White Transparent Varnish 
—a double protection against corrosion. 


Every operation from raw material to fin- 
ished product is controlled by us in our 
own plants. 


GRAY-WICK is one of the most popular 
and best-selling Screen Cloths on the mar- 
ket. Made in all widths in even inches 
from 18” to 48” inclusive, double selvage. 
Extra wide widths, 54” and 60”. 


18 Mesh, No. 34 gauge each way Lewis Bros., Ltd., Montreal—Canadian Distributors 


Our Other Brands of Screen Cloth 
Cortland Black Enameled 
White Metal Finish 
Wickwire Premier 
Wickwire Bronze 
Wickwire Copper 


a ABS A, \V 
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ARMS 


Wrenches sell easily 
for their quality 1s 
apparent. 


WN 
@S i 
WY FORGEDEE 








¢ ARMSTRONG 
VANADIU M 


‘ WRENCHE S 


% Fr % ‘ “ « 
[{ cf 
i LA] ARMSTRONG 








TRONG 


ARMSTRONG Drop Forged Wrenches sell readily for they are 

obviously fine tools. They have certain unique characteristics that 

set them apart from ordinary tools—differences that can be 

quickly demonstrated, that a prospective buyer can see and feel. 

For example, these wrenches are perfectly balanced, have a feel- 

ing of handiness; they are finely machined, openings are accu- 

rately and cleanly milled. They are carefully finished with baked 

black enamel, heads ground bright, and lacquered over all. 

Then there is that built-in quality that permits a broad guar- 

antee of satisfactory service—a guarantee that can be given 

with the assurance that ARMSTRONG BROS. TOOL CO. 
stands back of its products. 

Stock Display Boards in many sizes are furnished to dealers with 

initial stock orders. Special boards are made up where needed to 

harmonize with your store furnishings. National advertising, 

effective dealer helps assisting in building sales of these wrenches. 


It pays hardware dealers, especially those suffering from chain 
store “price” competition, to push this line of quality wrenches. 


ARMSTRONG BROS. TOOL CO. 
“The Tool Holder People” 
305 N. Francisco Av., CHICAGO, U. S. A. 





ARMSTRONG 


Tool Holder 

Lathe Dogs 

“C” Clamps 

Ratchet Drills 

High Speed Steel Bits 

Forged Machinists’ Tools 

Drop Forged Wrenches 

Armstrong- Vanadium 
Wrenches 

Chain Pipe Wrenches 

All-Steel Pipe Wrenches 


ARMSTRONG 
BROS. 


Solid Dies and Stocks 
Adjustable Dies and Stocks. 
Ratchet Stocks 

Pipe Cutters 

Chain Vises 

Hin-ed Pipe Vises 

Knife Blade Cutter Wheels 





Write today for 
Catalog B-27 
Showing and describing all 
ARMSTRONG Tools 











[TRADE MARK REG.IN U.S PAT. OFFICE! OFFICE 


NG 
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WITH 
DOUBLE TREAD 
WHEEL 





for 

Sales Sake~ 
SEE IT 
Before You 
Buy Skates! 






The Wheel 
Within a Wheel 
That Doubles 
Sidewalk Miles 

1 






















. Double tread that doubles sidewalk 5. Double channel extension bar—no 
miles. sagging in middle when extended. 


2. Double row ball-bearing. 16 perfect 6. Heel plate and heel back in one piece. 
balls to the wheel. : 


7. Exceptionally high heel back, 
3. Toe plate support that prevents bend- 


ing of toe plate. 8. Extra live rubber cushions, 
Really a double wheel — and that means 


double sales appeal. Here is why this is the 
wheel that makes all others obsolete: 


4, Extra wide toe clamp adjustment. 9. Double angle chassis support. 


-and the already famous — 


KokKoMoeS ae KEDSKIN 


Redskin, coupled with the new 
CHAMPION, the skate sensa- 
sion of all time, will make the 
biggest volume and profit pro- 
ducing team that you have ever 


handled. 


1. First Tread for First Mileage 
2. Second Tread for Double Mileage 








3. Retaining 
4. Harde 





Cone 
5. Two Rows Ball Bearings 
6. Hardened Ball Cup 









Here is the fastest-selling 
low priced ball bearing 
skate made. Low in price— 
but BIG in volume and big 
in Value! 


KOKOMO STAMPED METAL CO., Kokomo, Indiana 


Little Lady Juvenile Electric Ranges and Irons ~Toys 


KOKOMO SKATES 














a 
= 
z 
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U. 8S. Poultry Fenee is the only poul- 
try netting advertised nationally 
to the ultimate consumer.......- 


AGAIN--IN 1930 


....U. S. Poultry Fence Advertising 
will bring new customers to your store 
and put money in your cash register. 








.... Leading Farm and Poultry publi- 
cations, read by millions of potential pros- 
pects, will broadcast the urge to buy 


this modern netting from the DEALER. 









.... Dealers everywhere are reducing 
inventories, cutting costs and increasing 
sales by stocking U. S. Poultry Fence 
exclusively. Its superior straight-line con- 
struction, its many recognized advantages, 
and its economy, already have made it 
the fastest-selling netting on the market. 












....U. S. Poultry Fence is sold only through 
the regular wholesale and retail trade. If you 
are not already taking full advantage of our 
co-operative selling and advertising policy, let 
us urge you to start now! 










.... Insist upon the original! Ask your job- 
ber, or write direct to us for complete infor- 
mation and a miniature sample roll! 


Indiana Steel & Wire Company 
Muncie, - Indiana 
MANUFACTURERS OF 


IMPERIAL Farm, Poultry and Lawn Fence, 
Steel Posts, Gates, Flower Border, Trellis and 


US Poultry Fence 


‘The Netting Shat Stand: 
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When A Jobber Buys Paint 


One of the largest distributors of Peninsular Products is The Geo. Worthington Co. of Cleve- 
land. Established in 1829, this famous jobbing house embarks on its second century of busi- 


ness life. 


For many years this fine old firm did not sell paint. Two years ago they decided to do so. 
Naturally, questions of quality and salability were of utmost importance. 


They wanted a quality paint which they could offer to their dealers with perfect confidence not 
only in the product but in the house back of it. Also a complete up-to-date line which these 
dealers could profitably sell even against the keen competition of today. 


THE PAINT THEY CHOSE WAS PENINSULAR. As the makers of Peninsular, then, we ex- 
press our appreciation to The Geo. Worthington Co. for their confidence in our Product. You 
may be sure we will uphold this confidence by continuing to produce a line with which Worth- 
ington-Peninsular Agents are steadily increasing the profits of their paint departments. 
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(Handsome and Durable Road Sign Given Free to All Peninsular Agents) 


PENINSULAR PAaInT & VARNISH Co. 
DETROIT 
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TO OUR 


WoRTHINGTON-PENINSULAR AGENTS 


1929 has passed. For us it marks a century— 
for you, another year, made notable because 
during that year you have been a Worthington- 


Peninsular agent. 


As an appreciation of your confidence in us and 
in commemoration of our Centennial we offered 
you certain outstanding paint values which we 
called “Anniversary Specials.” What real values 
these were is now a matter of history. By taking 
advantage of these specials and the service you 
have received as a Worthington-Peninsular 
Agent, we feel sure 1929 has brought you 
PROFIT IN PAINT. 


1930 is here. For us it marks the beginning of 
a second century—for you, if we can make it so, 
a year of even greater paint profits. You may be 
sure that other specials will make their appear- 
ance which will enable you to sell quality paint 
at competitive prices. As a Worthington-Penin- 
sular Agent you will find your paint inventory 
decrease—your paint profits increase. You will 
find a small stock can be made highly profitable 
—that you stock only “live” items—that you 
are building up local prestige—that being a 
W orthington-Peninsular Agent pays. 


THe Geo. WorrTHINGTON Co. 
CLEVELAND 





PENINSULAR | 
Carbo-Kote 


TION—AND A PLEDGE 
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You can make hay 


when the 





The famous PENNSYL- 
VANIA Junior, B.B. 


The SUPER’ Great 
American, B.B. (Roller 
Bearing Wheels) 


New Wm. Penn, B.B. 
One size only, 16-in. 
Retail price, $16.50, 
at Philadelphia 









three mowers! 

















I» 


“But,” says the Old Gardener, “you’ve 
first got to ‘sweeten the soil’ a little.” 


For instance, you ought to make sure 
now that you have one of the life-size 
FREE cut-outs of the famous Old Gar- 
dener himself; because when the spring 
buying season starts, he’ll be doing a 
real selling job in the windows and 
stores of leading hardware dealers from 
coast to coast. 


Then you should ask us for our FREE 
package of 1930 Dealer Helps which 
will enable you to identify your store 
with PENNSYLVANIA Quality and 
PENNSYLVANIA Customer Satisfac- 
tion. 


In writing for these Dealer Helps, 
please mention your jobber’s name and 
the names of all the PENNSYLVANIA 


brands you carry. 


PENNSYLVANIA LAWN MOWER WORKS 


1615-35 North 23rd Street, Philadelphia, Pa. 


ENNSYLVANIA 


Quality 
LAWN MOWERS 
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Cross section of 
“Glide” Track 


ee with dimensions. 

/é6 Shows simple con- 

az struction. Note 

- wide, free run- 


way for hangers. 


Glide” Assures Trouble-Free 
Operation the Year ’Round 


“Glide,” the original watershed track, was designed to give mots engiig of “cider” nrc, opts ike oe 
long, satisfactory service. Every possible detail of this track —*™* Teatiret. 

and its hangers has been perfected to the highest point of 
efficiency. 





. 





The following convenience and long wear features have 
made “Glide” an outstanding hanger and track value: 

1. “Glide” Track is complete in one piece. No brackets or 
bracing required. Easy to install. 


2. “Glide” will carry doors of any thickness without blocking 
away from the building—the hanger bolts to the inside of the 














door. 

3. “Glide” Track is formed from special analysis wrought , m\ 

steel famous for its weather resisting qualities. Tormsue or D00R wo OF RANGER 

4. The wheel tread of “Glide” Track is shaped to minimize ‘Glide”’ Hanger No. 2 provides easy adjustment 
PMs for raising the door in case the floor is raised 

friction. by frost or the building sags. Has steel roller 


bearings and axles. 
5. “Glide” Hangers have steel roller bearings and axles for 
easy operation. 


6. “Glide” Hangers and Track cost no more than ordinary 


equipment. 
Frantz Dealers find that “Glide” and 
No Hardware other Frantz Hangers and Tracks are 
is Genuine +=— “nusual profit and repeat sale pro- 
ducers. The chart “How to Select the 
Correct Hanger and Track for any 
Door” will help you diagnose and pre- 
scribe for the needs of your door hard- 




















ware customers. It is sent FREE—use TO INSIDE OF OOF ca 7 
the coupon below! 
“Glide’’ H No. 1 is ily installed. The 
Red L ab el hinged drop strap ‘allows door * cewing ~~ at 
a nF . . + e Di Oo vhe ved, stee - 
Frantz Mfg. Co., Sterling, Illinois ings ‘and ales. ait ee ge 


THE HANGER and TRACK CHART IS SENT FREE — MAIL THIS COUPON 


« oon gd Mfg. Co., 
Dept. H-I, 





8 Sterling, Illinois 










8 
* 
i | 
g Without obligation, kindly send me the ‘Hanger § 
g 2nd Track Chart’? that will help me sell the A 
_ proper equipment for any door. Also send details 8 
y Yj Buna prices on ‘Glide’ Hangers and Teack. | 
Z bl ne Yj ' a 
, i ’ 
Y 7 GY Ly Name cece cece cece cece eee eee e ee eeeeeeenes 
a j Y y, g ' 
Z I ooic icici tials Sismoniwia pdiaiaa did aalel nicaelaren i 
Yj TRADE MARK 4 BORE cvccvecvevseevesedesscs ‘ 
1 
aula Builders Hardware - lane tain ; 
wu ' 
cs tas Sg ch ck a cl lk cm cls lO lo 
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A standard hinge-joint 


cult-stay field fence « « « 





CAMBRIA FENCE 













POSTS 


We recommend Bethlehem Steel Fence Posts for use with 
Cambria Fence. These posts greatly simplify the erection of 
the fence. They are made of new high carbon steel. Line 
posts are made in both Angle and Tee Sections. End, gate and 
corner posts are made only in Angle Sections. Bethlehem Steel 
Fence Posts can be used equally well for both temporary and 
permanent fence construction. 





You can recommend Cambria Fence to customers without any 
reservation. Cambria Fence is a woven wire field fence, made by 
a complete steel-making organization. It is as good fence as it is 


possible to produce. You have to sell Cambria 
Fence only once—after that your customers will 
always come back for the same product. 
Cambria Fence is rolled in a neat, uniform roll, 
not only facilitating erection, but giving the 
dealer a product that can be 
attractively displayed in the 
store and in the window. 


BETHLEHEM 


BETHLEHEM STEEL COMPANY, General Offices: BETHLEHEM, PA. District Offices: New York, Boston, Philadelphia, Baltimore, Washington, 
Atlanta, Pittsburgh, Buffalo, Cleveland, Detroit, Cincinnati, Chicago, St. Louis, San Francisco, Los Angeles, Seattle. Portland, and Honolulu. 
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«+... a mew-type packing nut, perfected in our own 
research laboratories, which definitely eliminates any pos- 
sibility of oil Jeakage. (The figure at the right illustrates 
how its ingeniously designed recess prevents leakage.) 
a This decidedly improved packing nut also provides 
15% increase in bearing space, which results in a 25% 
increase in life. « A new spring, of specially tempered 
steel, is sturdier and more resilient. It greatly increases 
the efficiency and life of the door closer. « These new 
improvements mean that the Norton is now more than ever 
the one door closer to be used where quiet comfort 


and everlasting dependability are of primary importance. 


NORTON DOOR CLOSER COMPANY 
Division of The Yale & Towne Mfg. Co. 
2900 NORTH WESTERN AVENUE, CHICAGO, ILLINOIS 


_ tHE1930— 
¢ NORTON 














NORTON DOOR CLOSERS 
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Pat. Jan. 3, 1928 


“For Heaven’s Sake 
Untangle These 
Lock Washers.” 


“All set to go—when I 
tried to pick up a lock wash- 
er. I got six in a bunch. 
Shaking was no use--pro- 
fanity made it worse. Next 
time, believe me, I bought 


Kantlinks .. .” 


Kantlink is the new im- 

proved spring lock washer 

- that does not tangle. It saves time,money and exasperation. It 
has greater holding power, and it does not rust. No up-to- 
date dealer should delay in stocking these improved spring 
lock washers for they are rapidly replacing the old-fashioned 
lock washers everywhere. 

Specify Kantlinks on your next order, for why should 
anyone buy washers that tangle when he can buy better ones 
that don’t? Moreinformation will be sent you by any one ot 
the manufacturers listed below. 


Made and sold under license by the Kantlink Manufacturers: 


The American Nut & Bolt Fastener Co. Beall Tool Co. The Mansfield Lock Washer Co. 
Pittsburgh, Pennsylvania East Alton, IIl. Mansfield, Ohio 


The Reliance Manufacturing Co. 
Massillon, Ohio 


The Positive Lock Washer Co. 
Newark, New Jersey 


The National Lock Washer Co. 
Newark, N. J., Milwaukee, Wis. 














KAN] [IN 


SPRING LOCK WASHERS 
DO NOT TANGLE DO NOT RUST 


THEY PAY THEIR ENTIRE COST IN TIME SAVED- SOMETIMES EVEN MORE’ 
TT ES a 
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\ 
A “Reel” Drama of 
Retail Merchandising 


It’s happening every day — in retail stores — 
throughout the country. 


Compare the two methods of displaying farm 
and garden tools, and you will appreciate why 
“The Union Way” is fast replacing other 
methods of display. 


If You want FACTS on how 
“The UNION Way” 


Increases Business, Write 


THE UNION FORK & HOE CO. 
COLUMBUS, OHIO 


Manufacturers of a Complete Line of 
Forks, Rakes, Hoes and Special Purpose Tools 


CONTINUED @ 
@ 
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One of the reasons why the dairy industry continues to grow 
and prosper is the fact that our population is increasing at 
the rate of over 1,000,000 people every year. Since 1916, 
as will be seen by referring to the diagram above, our popu- 
lation has increased 20,000,000, or 20 per cent. 








Each Person is Consuming More 
airy Products 
Increase in Terms of Milk 

















Another factor in expanding the market for dairy products 
is that each person is consuming more milk, butter, cheese, 
ice cream and other dairy products, as shown above. 
In 12 years the per capita consumption of dairy products, ex- 
pressed in terms of milk, has increased more than 25 per cent. 


Dairying ana De Laval 


Pay Best ana Most 


AIRYING is the largest and most profitable branch of agriculture. 
The dairy cow brings in more farm income than any other source 
and does it steadily—day in and day out, year after year. 

De Laval Separators and Milkers are the most essential equipment 

for this great industry and have contributed more than any other one factor 


to its great development. 


They are used and preferred by an overwhelming 


majority of dairymen and farmers the world over. 
Dairymen have the money with which to buy what they need. Dealers 
who have the De Laval Agency can supply them—with profit and a steady 


upbuilding in good will. 


The De Laval Separator Company 








New York Chicago San Francisco 
165 Broadway 600 Jackson Blvd. 61 Beale St. 

; Number of Cows for Each 
eee 1000 People Decreasny 











Gain in Terms of Milk 


AG 
wae Pop : 51% 
a ~ increase 

















The great increase in population, providing more consumers 
for dairy products, plus the fact that each person is consuming 
more products each year, is responsible for the fact that the 
total production of dairy products, as expressed in terms of 
milk, shows an increase of more than 50 per cent during 
the past 12 years 














While the total market for dairy products has steadily grown, 
dairymen have given a remarkable demonstration of efficiency 
by increasing the average production per cow through better 
breeding, selection, feeding, milking and care, so that 50 
per cent more milk can be produced by relatively fewer 


dairy cows. 














Peres 4 
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l out of ? 


N 185 cities, The American Weekly is 
| eagerly read in more than 1 out of every 
2 homes. 

Amazing coverage, indeed! But not 
surprising from The American Weekly’s 
6,000,000 circulation—largest circulation 
on earth_more than ¢wice as big as any other 
magazine! 

If your store is in one of the 185 cities, 
The American Weekly probably reaches 1 
out of 2 of your customers. 

Tie up with products advertised in The 
American Weekly! Display them! Talk 
about them! Then watch your sales hit new 


high marks! 


Circulation 
in the World 





if YOUR Customers? 








What is 
The American Weekly ? 


The American Weekly is the magazine 
distributed through seventeen great 
Sunday newspapers from seventeen 
principal American cities. It concen- 
trates and dominates in 536 of America’s 
812 towns and cities of 10,000 popula- 
tion and over. 
In EACH OF 185 CITIES IT REACHES ONE OUT OF 
EVERY TWO FAMILIES, 
In 132 MORE CITIES, IT REACHES 40 TO S0%,. 
In AN ADDITIONAL I02 CITIES, IT REACHES 30 TO 
40%. 
In ANOTHER II7 CITIES, IT REACHES 20 TO 30%. 
—but that’s not all. Nearly 2,000,000 
additional families in thousands of other 
communities regularly buy The American 
Weekly —making the unprecedented na- 
tional total of 6,000,000 families who 
read The American Weekly. 





Main Office: 9 East goth Street, New York City 


Branch Offices: Wric.ey Bupc., Cuicaco... 5 WintHRrop Square, Boston .. 
> J 


Bipc., San Francisco... 12-231 Generat Motors Bipa., Detroit... 1138 Hanna Bipc., CLEVELAND... 


. 753 Bonnie Brak, Los ANGELES... 


222 Monapnock 


tor Marietta St., ATLANTA 
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Quality First— 
Then Price 


EALERS should realize the econo- 

my of selling goods from the 
standpoint of quality rather than price. 
A product that is made well, then 
fairly priced, is the most economical 
to sell. Our Tubular and Clinch rivets 
are made and priced in this way. 
Dealers will find it decidedly to their 
advantage to carry a full stock of all 
sizes. There is a distinct satisfaction 
in offering your trade the highest 
quality product on the market. 





Pacific Coast Representative 
J. T. McDEVITT 
Postal Telegraph Building, 
San Francisco, California. 


2 Oftpproved / 


——— by the keenest 


buying brains in the country 








“TUBULAR RIVET & STUD 
SS COMPANY 


BOSTON ' 






‘The largest 
factory in the 
world devoted 
to the manu~ 
facture of 

} Jubular and 


Chnch Rivets 
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it. Not Particulariy Low- 
Priced-But Worth the Price 


The SAFE lroner 


Finger-tip control on both 30” and 46” models 
permits of speed and convenience unknown on 
other ironers. The new Rainbow patented safety- 
control makes automatic ironing safe for fingers, 
without the sacrifice of efficiency which is neces- 
sary to secure equal safety for fingers on a 
washing machine. No ironer but Dexter-Rainbow 
can offer this very important new safety-control. 


No matter what other ironer you may be selling, 
you should have at least a 46-inch Dexter-Rain- 
bow on your floor, because the 46-inch size is 
the most convenient and thoro of all ironer sizes, 
and because, in this size-class particularly, the 
Rainbow is without serious competition. 


has at ht been able to secure 


The DEXTER C " control of the patents and man- 


ufacture of the Rainbow Automatic lroner which has for five years 
maintained a position of almost unchallenged supremacy among 
fine ironing machines, and is today the choice of various VU. S. 
Government departments, leading central-station merchandisers, and 


outstanding appliance dealers. 


No other ironer on the market offers anywhere near so many 
important exciusive features as does the Rainbow——which is now man- 
ufactured and distributed thruout the world by The Dexter Company. 


The Dexter Company is in position to give the Rainbow the aggressive 
merchandising support it so well deserves—as the Union Chest and 
Cabinet Company of Rochester (former owners of the Rainbow) was not, 


The DEXTER CO, Tisfis!4 





s 


2 


“Laundry Competition’ Actually 


4 





Capit “Ri in 
Cc C] 
mpet; tion "Zing 


Victory for the Washer Industry is Assured by Promo- 
tion of a More THORO Washing Process or Method 


B ee more thoro method (‘two successive 
u 


are not getting any of their new cus- 


suds,” as urged by all leading home economics Laundries tomers from among the half-million 
authorities), is thoroly convenient with only one washer or so users of twin-tub washers, because the owner 
on the market today — the beautiful new Dexter Fast- of a modern twin-tub washer uses ‘’two successive 
win — end convenience is the watchword of the suds” (and thereby keeps her clothes completely free 


American housewife. 


p | T ; d resalesmen consistently win 
roperly Irain€Gog out of 10 competitive 
demonstrations with Dexter Fastwin against all comers, 
because the Fastwin offers a great and genuine superiority 
of performance, and because the prospect cannot try 
out a dozen other similar machines after she is sold on 
the Fastwin method. Dexter Fastwin gives you many 
more sales per hundred demonstrations and thereby 
cuts your overhead and boosts profits. 


of “that grayish tinge’ and ‘‘that harsh feel’’) without 
the extra effort which is needed tor washing through 
"two successive suds” in a single-tub washer. 


Al the Dexter “lift-off” ironer which makes the 
'SO Dexter Fastwin a complete home laundry unit, 
still further increases the Fastwin’s advantage over the 
public laundry. Remember that Dexter Fastwin (and 
also the very low-priced Dexter Speedex) are stand- 
ard-equipped with soft balloon rolls. 


Write for Details of DEXTER Franchise 


DEXTER CO. 
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Yours. R 
With MYERS 
Water Systems 


ATER for all of the folks in your locality 

—not for a chosen few but for everyone 
living beyond the span of the city water main— 
the day for this service has arrived and those 
who are accepting the opportunities it presents 
to serve this ever growing market with Myers 
Water Systems have triple profits as their re- 
ward—a combination that 
progressive dealers the 
country over are taking ad- 
vantage of and rapidly ex- 
pand their water system 
sales activities. 


Ek de ee 
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+ see 
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Expert engineering through- 
out the complete Myers 
Line of Water Systems— 
design, materials and work- 
manship—in many styles of 
either large or 
small volume 
for both deep 
and shallow 
wells —is_ re- 
sponsible for 
the excellence 
of Myers per- 
y, Vi formance. New 
pe i features, exclu- 
~ sively Myers, 


reo 
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achieve new 


Maximum service. at a minimum standards of ef- —is ready to help you to triple 
cost has been accomplished by ficiency water system profits if you give 
Myers. Well balanced quality it the opportunity to do so. 


throughout—quality that will put Let’s have your inquiry by early 

more dollars into your pockets mail. 

Take Off Your-Hat—4 
‘o The a 


Wika. Cae 


PUMPS FOR EVERY PURPOSE -WATER SYSTEMS-HAY TOOLS- DOOR HANGERS 
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Light 
and 
Dark 
Finish 


POULTRY NETTING 


Galvanized Before and Galvanized c4fter Weaving? 


GALVANIZED oan iane C.LoTH 
IncAll Grades 





Established 1818—America’s Oldest Woven Wire Factory 


Manufacturers of 


WIRE CLOTH, NETTING and FENCING 
Galvanized Steel Wire Cloth in all Meshes and Gauges 


New York City Georgetown, Conn. Chicago Kansas City 





590 





Sint aR eR 2 
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BE READY FOR FLY-TIME WITH COMPLETE SETS OF 





SARGENT SCREEN DOOR HARDWARE No. 500 


































One Screen Door Latch 
and Lock No.OB5973TC, 
Bronze or brass front. 
Right or left hand. 
Wrought bronze or brass 
escutcheon. 444" x 144". 
Easy acting; latches 
every time door closes 
and can be securely 

locked from inside. 


One pair Butt Hinges 
No.500,3”x3”. Old brass 
finish on cadmium- 
plated cast iron. Highly 
rust-resisting. Made to 
last alifetime. Extra 
butt at slight additional 

cost. 


One Sargent “Quick and 
Quiet” Door Closer No. 
520. Will fit any door 
opening out or opening 
in and opening either to 
right or left, without 
change. Can be adjusted 
to close door rapidly or 
slowly without slam- 
ming. Built to give sat- 
isfactory service for 
years. 











For CONVENIENCE in your selling and 
for your customer’s convenience in 
buying, Sargent packs this complete set 
of screen door hardware in one box. 
All necessary items are included— 
screws, butt hinges, latch and lock, and 
the “Quick and Quiet” Door Closer. 
This method of packing helps you to 
increase your unit sale without bother. 
All the pieces live up to the high Sar- 
gent standards of material and work- 
manship. Each item may be stocked and 
sold singly, if you wish. It’s not too 
early to stock Set No. 500. Household- 
ers are bound to need it! Fly-time will 
be sales-time for you! Sargent & Com- 
pany, New Haven, Conn.; 94 Centre 
Street, New York; 150 North Waeker 


Drive (at Randolph), Chicago, Illinois. 


SARGENT 


LOCKS AND HARDWARE 
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FEBRUAR Y 
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The Spring Buying Number of Hardware Age 
will be published on February 6, 1930. Circulation 
25,000 copies. Asuperlative issue for an initial 


impetus to your Spring selling campaign. 


Advertising forms close January 27. 
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A Complete Line of Shears and Pruners 


Seymoue Smit et wil 
: Known 


Quality 
Backed by Over 60 Years 


of Successful Manufacturing 


Our newest Hedge Shears, Pruning Shears, Grass 
Shears, Tree Pruners and Lopping Shears have fea- 
tures which make sales as soon as shown. 










Hollow Ground 
Tool Steel 
Hedge Shears 

No. 54N 
9 inch 










Our Hedge Shears are made of Tool Steel, with Hol- 
low Ground Blades. They trim hedges beautifully and d 
are notched to cut the largest branches. They cannot | 
tighten or loosen when being used. Handles are raised 





No. 250 to keep the hands out of the hedge. They fit the nat- 
Blade and hook are forged steel. Blade hardened ural grip of the hands with ease and comfort. In 
ee Will stand hardest wear. Nicely creat demand. 


HANDY GRASS SHEARS 


FIT—THE—-HAND 


Seymour Smitx 


Forged Steel Pruning Shears. Made extra strong 

with Volute Spring and large bolt and nut. The keen 

steel blades “cut like sixty.” Attractively finished— 
; half polished with Orange colored handles. Plain or 

Most practical and efficient type of Grass Shear i 7 * 

made. Will cut the largest clumps of grass or a Ratchet Nut. Packed one shear in a box.* 


few stray blades equally well. Nothing to gum 
up or wear. Malleable iron handles, either Red or f 





“The Natural Grip” 
















as — a The No. 117 “Natural Grip” Handy Grass Shears and 
Long Handle Grass Shears No. 116 Long Handle Grass Shears are just what 
i es nape seen OR BLISTERED HANDS home owners prefer. Wonder cutters and fast sellers. 
nds of trimming ; . 
can be done standing ALL POPULAR PRICED. 
erect. No kneeling = 
wauhh,. “sete, = Every tool guaranteed. A complete line. 
clean cutting. 
Send for Folder and Discounts. P 


Popular priced. 


Tempered _cut- 
lery steel blades 
and hard wood 
handles with long 
steel ferrules. The 
handles are de- 
tachable. 


SEYMOUR SMITH & SON, INC. 
OAKVILLE, CONNECTICUT, U. S. A. 


7-in blades. — 
No. 116. 


Packed in 
individual 
cartons ready 
to hand over 


Sales Representative 


JOHN H. GRAHAM & CO., INC. 


og 113 CHAMBERS STREET NEW YORK CITY 
CHICAGO, ILL. SAN FRANCISCO, CALIF. 
565 W. Washington Blvd. 268 Market St. 


QQQLQAE OOQOOOOOOOOEEOEOEOOOOOOOOOOOOOOOOOOOOGGOOGOOOOO 
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Oswego Tools include a large 
number of items in addition to 
the four illustrated. Every tool 
is the result of more than 40 
years’ experience in making 
quality tools for heavy service, 
and is guaranteed against de- 
fective workmanship or mate- 





NUTYP Vise 


A combination vise 
with independent 
pipe jaws and ma- e 
chinist’s jaws, and rial. 


a aan ta Baal The manufacture of Oswego 
tion to the usual Tools, from the raw material to 
vertical swivel. : . 

Holds any piece at the finished product, is con- 
any desired angle. - 
Specially convenient trolled by one management, in- 
for repair work. suring uniform quality and 
prompt service. 
_ Send for complete catalog of 
Oswego Tools. 


Beam Pipe Vise 


Designed for conve- 
nient handling of larger 
sizes of pipe. Largest 
size takes pipe up to 12”. 

Powerful, durable and 
convenient. 








Genuine Oswego Stillson Wrench 


Extra bearing surface between frame and 
jaws. Strong where other wrenches are weak. 
Sold singly, or in sets of six packed in strong 
handy box. 

Other Oswego Tools 
Standard Pattern Pipe Wrenches 
Adjustable S Nut Wrenches 
Oswego Arrow Angle Wrench 
Saunders-Type Pipe Cutters 
Hinged Pipe Vises 
Steam Fitters’ Vises 
Machinists’ Vises 
Combination Vises 
Velox Quick-Action Vises 
Screw Punches 
and Kindred Tools 


Improved Barnes-Type Pipe Cutter 

Particularly useful for jobs where 
it is impossible to revolve the 
cutter completely around the work. 
Sliding Block of specially solid 
construction. Cutters carefully 
tested for tracking, and guaranteed 
throughout. 


OSWEGO TOOL CO. 


OSWEGO, N. Y. 























Flake Graphite 

Boiler Graphite 

Graphite Cup Grease 

Waterproof Graphite Grease 

Solid Belt Dressing 

Pipe Joint Compound 
(insoluble in water) 


Graphite Seal 
(insoluble in gas or oil) 


Graphite Motor Brushes 


DIXON’S 
Graphite Products 


No other substance has such universal applica- 
tion in preventing power losses as graphite 
and’ its products. 


Dixon’s Flake Graphite alone, or blended with 
oil or grease prevents friction losses by pro- 
ducing dead smooth bearing surfaces. 


And Dixon’s Graphite Seal and Pipe Joint 
Compound eliminates loss of power in genera- 
tion and transmission by making absolutely 
tight threaded and gasket joints in cylinder 
heads, pipe lines, etc. Also Dixon’s Boiler 
Graphite, which keeps boiler tubes clear and 
free of scale. 

More than a 100 years of experience in over- 
coming power losses by means of graphite is 
back of every ounce of Dixon’s Graphite 
Products. 

Write for Bulletin 40-C. 


Joseph Dixon Crucible Company 
Jersey City DOE N. 3, @.&. A. 


ESTABLISHED 1827 
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fs 
SPECIFY “SHELBY” HARDWARE 


for your spring needs 


Ask for catalog 
showing complete line of builders’ hardware 


THE SHELBY SPRING HINGE CO., Shelby, Ohio 


Coast Representative: Pond Hdwe. Specialty Co., Los Angeles, Calif. 


















Ge sla che se cp he Se So th che Se th ie the So So che So he he Se She he Se he he Se She he Se he So So She co 
Always the SAME 


When a person finds a friend 
who is likable and always 
the same—he usually sticks 
to that friend. 





Sdme with merchandise— 
riNccoO Bath Room Fixtures 
are well liked because they 
are always the same. Cus- 
tomers stick to them because 
they give complete satisfac- 
Ne, 3798—Mickel Plated tion. 


795—White Finish 
X 3795—Chromium Finish 






WALL SOAP DISH NO. 3795 Solid brass, highly polished, chromium plated, they 
Packed '% doz. in box ° 
> never rust, corrode or tarnish. 
I Made in a wide variety of modern, attractive, desir- 
able patterns. 
Bath Room Fixtures Dealers stick to them because they SELL. Send for 


Catalog and Price List. 


AMERICAN RING COMPANY 





ee woe Waterbury Connecticut 
Trimmings, Branch Offices: 
Ne ents Boston—170 Summer St. New York—2 Hudson St. 
Grommets and San Francisco—116 New Montgomery St. 
Washers Chicago—29 E. Madison St. 


SPSS SS SS SS FS SPS FESS SSeS PPPS S SS PPPS 
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CORBIN 


Wood Screws 
Drive Screws 
Coach Screws 
Machine Screws 
Set Screws 

Cap Screws 

Saw Screws 
Thumb Screws 
Hand Rail Screws 


Special Automatic Screws 
Machine Products 


Stove Bolts 

Tire Bolts 
Agricultural Bolts 
Sink Bolts 

Hanger Bolts 
Machine Screw Nuts 
Stove and Tir@ Bolt Nuts 
Semi-Finished Nuts 
Castellated Nuts 
S.A.E. Nuts . 
Jack Chain ‘ 
Plumber’s Chain 
Register Chain 
Safety Chain 
Furnace Chain 
Ladder Chain 

Sash Chain 
Escutcheon Pins 
Speedometers 


CORBIN 











UNIFORM QUALITY and ADEQUATE STOCK 


The CORBIN SCREW CORPORATION 
The American Hardware Corp., Successor 
NEW BRITAIN, CONN. 


Warehouses—New York, Chicago, Philadelphia 
Western Factory—Dayton, Ohio 

















For Every 
Carpenter’s Tool Box 








FORSTNER 


Labor Saving 


: AUGER BIT 


Bores Any arc of a circle 


No other bit like it. Sells to carpenters and 
woodworkers as soon as shown. A wonder- 
ful tool. 


Combines many tools in one. Does the work 
ofa chisel, gouge, scroll-saw or lathe. 


The Forstner Auger Bit is guided by its 
circular rim instead of its center, conse- 
quently it will bore any arc of a circle, and 
can be guided in any direction regardless 
of grain or knots, leaving a true, polished 
surface. 


Used for such work as core boxes, fine and 
delicate patterns, veneers, screen work, scal- 
loping, fancy scroll twist columns, newels, 
ribbon molding and mortising. 


Sold singly or in convenient sets. Good 
profit. 


Send for Catalog and Discounts. 


The PROGRESSIVE MFG. CO. 
TORRINGTON, CONN. 














Peon Br) 
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CONFUSION 


Another Good Seller for You 


The Standard Drill Holder and Gauge 


HERE once was confusion in the mechanic’s shop is needs as easily as a smoker picks out a cigarette from the 
now neatness and order with the Standard Drill Holder package. 
and Gauge. . . 
Display this Drill Holder and Gauge well on your counter and 
No more lost time in hunting for this or that drill. No more watch how it attracts the eye of almost every mechanic. This 


fussing and fuming. The mechanic picks out the drill he easily secured interest will lead to orders. 


New York: 94 Reade St. Fredk. Pollard & Co., Ltd., London 


Chicago: 552 W. THE STAND ARD To OL (0. arma moun 


. Paris, France—Burton Fils 
Washington Blvd. CLEVELAND 

















TRE 
TOLEDO HORSE 


is available in several sizes 
ranging from 18” to 60” in 
height. The uses in the shop, 
warehouse, factory or home 
are without number. They 
are especially convenient 
about all sorts of construc- 
tion work. 


Absolutely rigid. Will sup- 
port enormous loading 
without swaying. They 
can be used ‘with any 
handy piece of lumber 
and require no expert ad- 
justments of any kind. 


You will be able to sell 
these horses to any class 
of trade. 


Write for Particulars 





Patent Pending 
























Fully 
Collapsible 































The 
Attachment of frames is ag 
Note how compactly they simple as walking up-stairs. Toledo Pressed Steel 
fold up when not m use. Company 


Toledo, Ohio 
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| Quiet as the 





The SILENCE of this famous ALLITH 
3100 Floor Hinge says more than all the 
loud praise of dealers, contractors and builders 
put together. 
But there is just one thing the matter with it—it 
gets no chance to advertise itself, so quietly does 
it work——and users never say anything about it— 
they never have the opportunity—for if there is one 
piece of door hardware that owners install and then 
forget—this is it. 


ALLITH 
3100 Floor Hinge 


has carefully machined and hardened moving 
parts to insure smooth, easy operation and long 
wear. Ball ring serves as bushing—prevents 
wear at vital points where frame revolves on 
post. Ball bearings support the door and ab- 
sorb the spring thrust. All working parts pro- 
tected from dust and moisture. Best oil tem- 
pered steel wire compression spring. Plunger 
has a rolling, sliding action against roller bear- 
ing. All parts rigidly assembled. Fits either 
right or left hand opening. Holdback keeps 
door open at 95° angle. It is worthy of your 
recommendation, a pleasure to sell and simple 
to install. Find it on page 158 in ALLITH Cat- 


alog No. 97. 
MANUFACTURERS OF 
Garage Door Hardware Fire Door Hardware 
Spring Hinges Overhead aaa 
Rolling Ladders Door Hanger 
Airport Door Hardware Malleable ven Washer 


Industrial Door Hardware Stadium Seat Brackets 
Certified Malleable Iron Castings 


ALLITH-PROUTY COMPANY 


DANVILLE, ILLINOIS 























More 


If customers came back 
for more as soon as a cheap 
drill wore out, you could 
make more sales by selling 


drills inferior to MORSE. 


But dealers everywhere 
have found greater prof- 
its in selling their cus- 
tomers fewer drills with 
more drilling power in 
them. MORSE DRILLS 
have that, and MORSE 
users know it. They make 
loyal customers for you. 


MIOR SE 


TWIST DRILL & MACHINE COMPANY 


NEW BEDFORD, MASS.,U.S.A. 





Drilling- 
Fewer 


Drills 





tg Pi 
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Blaisdell 


All you need to do is to show a few Blaisdell 
pencils, where your customers see them—on 
counter, or in show case—and you will keep 
making Blaisdell sales along with other 
goods. 






























Blaisdell 


Stock Marking Pencil 


writes on polished surfaces— 
tin, glass, enamel, etc. Just 
what you need for yourself 
i and can sell to many lines of 


$ trade. 
\ 


“ete, 








Sherman Wrought 
Brass Hose Clamp 
(Patented) 














Give the Longest Service 


OUTLAST THE HOSE 
CAN NEVER RUST 


It is too bad to risk the satisfaction in good hose 
by applying risky hose clamps 


SHERMAN 


Wrought BRASS Hose Clamps 





Blaisdell 


@ the famous number that car- 
| penters and builders ask for. 
Reliable for rapid marking; 

. red to catch the eye. af 


The reason SHERMAN Hose Clamps give the 
longest service is because they are ALL Wrought 
Brass. 


Blaisdell 


This material makes them absolutely rust-proof. 
Lumber Crayons 


They cannot rust and are extra strong and 


for lumber yards, steel durable. 


mills, railroad workers, 
surveyors and other 
a 
a 


They’re practical, too—made with stiff ears that 
customers of yours. 


cannot pull together when Clamp is tightened. 
Waterproof and Tongue runs in a channel holding it close, mak- 
weatherproof; made in 
seven distinctive colors 


that do not fade. 


ing a uniform grip. Shoulders are heavy allow- 
ing Clamp to be pulled tight with tremendous 
pressure. 





The ONLY Hose Clamps that can be opened 
up, removed and used again. No wonder they 


SELL. 
From 


Your 
Sold through Jobbers 


Jobber 
H. B. SHERMAN MFG. CO. 


Blais de /, ne omg . Battle Creek, Mich. | 
Awarded Gold medal Sesqui-Centennial 1926 | | $%%%%%6%6262626%62%26596955 55 090902025525 252550555555 255555558 























PAWS 
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~-(CHICAGO)— 





SPRING HINGES 


Quality and Economy Combined 
MAKE THIS HINGE 


The *‘Premier” 





Type 4001 








Ball-bearing—Adjustable Tension 


The Chicago Spring Hinge Company believes that 
QUALITY should always be given first considera- 
tion in the design and manufacture of its hinges. 
The “Premier,” however, has been designed to re- 
quire only one rectangular mortise cut thereby com- 
bining economy, in application, with quality. 


Chicago Spring Hinge Company, 


CHICAGO NEW YORK 
U.S.A 








REAL TOOLS 


And No Mistake 
About It 


SWW saws, chisels and 
adzes, formerly marketed 
as “White” tools, make it 
possible to do more work 
in a given time. They 
hold an edge better and 
last longer than tools less 
carefully made. 


m:, If there is the slightest 
doubt about this, a trial 
order will mighty soon 
convince. 






A line that helps the 
dealer, because it gives 
satisfaction as well as 
paying a good profit on 
the sale. 


Tue L. & I. J. Wuite Co., Division, 
SImONDS WorDEN WHITE Co., 
Main Office, Dayton, On10 











IMPROVED 


“so- -BOSS 


Cow-Hobbles 





Sor GreaterProfits 





The genuine So-Boss Cow Hobble and Tail Holder 
brings to you a new opportunity for profits. 
Every farmer and dairyman wants the SO-BOSS— 
he is a good prospect for a quick sale. Equally 
useful in hand or machine milking. 


Attractive counter display and other sales-making 
material now available. 


Ask your jobber or write us. 


Simonsen Iron Works 


Sioux Rapids, Iowa 








STICK PIN WHEEL 
GLASS CUTTER; 


Pull out a dull 
wheel - thrust 
ina sharp one 


Whe rel ¢ haters 
instantly . No projec 
ir 1g parts Ol pai 
nm head fo mar or 
scratch a straiqht 


edge 


Red Devil mezns 
Glass Insurance 


Red Devil pee blades revolu- 
No. 555 tionized razors—made 


them more profitable to 





ga dealers. 

or 

Users Red Devil No. 555, with 
7a Refill Stick Pin Wheels, 

Profitable 


for will do the same for Glass 


Sellers Cutters. 
, IU. 


1165 SPRINGFIELD AVENUE 
IRVINGTON, N.J., U.S. A. 
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Pe 
Bu 
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folaain 
HINGES 





No. 220 


All you can possibly 
seek in sturdy, prac- 
tical quality, precise 
uniformity and su- 
perior finish—is em- 
bodied in the entire 


line of GRIFFIN Hinges 
and Butts. 7 + +7 7 





ranch Offices, 


New York, 45 Warren St. 
Chicago, 555 W. Randolph St. 
Boston, 76 Batteryma 

San Francisco, 703 103 Market St. 



















NY; 





‘ia BR 

















Won't Raise 
the Roof 


If it’s fastened with Reading 
Cut Nails! 


There are no loosened shingles—to be 
set flying by the first stiff wind—where 
Reading Cut Shingle Nails are used. 
Wedge-shaped for a permanent grip, 
these nails have more than twice the hold- 
ing power of wire nails. Galvanized,they 
are proof against rust and corrosion. 


Reading Cut Shingle Nails save ex- 
pensive repairs and re-roofing. You 
can sell them to people who want roofs 
that last. Get the facts about the re- 
markable economy of Reading Cut Nails 
—send for our catalog today. 


READING IRON COMPANY 


Reading, Pennsylvania 
Atlanta = Cincinnati Pittsburgh Fort Worth 


Baltimore Detroit Cleveland Seattle 
Boston Houston St. Louis Philadelphia 
Buffalo Los Angeles Tulsa New Orleans 


Chicago New York SanFrancisco Kansas City 


READING 
<UT NAILS 
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The Publications of the 
1k & A 
Cover a Variety of 
Important Fields 










Metal Trades 

The Iron Age 
Hardware Trade 

Hardware Age 

Hardware Age Catalog 
Textile 

Dry Goods Economist 

National Dry Goods Reporter and Drygoods- 

man 

National Dry Goods Reporter Wholesale 
Shoes and Hosiery 

Boot and Shoe Recorder 

Hosiery Age 
Jewelry & Optical 

Jewelers’ Circular 

Optical Journal 

Jewelers’ Circular Buyers Directory 
Automotive 

Automotive Industries ie 

Automobile Trade Journal and Motor Age Pe Vag 

Motor World Wholesale 

Commercial Car Journal and Operation & 

Maintenance 

Automotive Industrial Red Book 

Chilton Catalog & Directory 

Chilton Aero Directory and Catalog 
Oil 
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Motor World 
Wholesale 


Fast moving times these, in the automotive field. 

















New problems constantly arising—old ones per- 
sisting—make sound thinking imperative. 
Motor World Wholesale, a unit of the Uniied 


Business Publishers, Inc., has for a great many 
years guided the thinking and action of the auto- 





motive wholesaler. The breadth of its purpose 
and service make it the friend in need. It has 
kept abreast of the new, sound thinking, always, 
and is universally regarded as an outstanding 


oe 
aa 
ee 


authority in the field of wholesale automotive 





a merchandising. 
y 
b. Because of this reputation Motor World Whole- 
sale is a logical medium for all those who seek 
to motivate the wholesale automotive field. 
i 
A Unit of the United Business Publishers, Inc. 
Published Monthly by the Chilton Class Journal 
Chestnut and 56th Street Philadelphia, Pa. 
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Soy 


Sustained 


Cutting Speed 


with 


NICHOLSON 
/ FILES 


ORKMEN draw a sharp 

distinction between cut- 
ting speed and sustained cut- 
ting speed. 


Nicholson Files have both. 
They will remove stock rap- 
idly and keep up the good 
work for a length of time 
that your customers will con- 
sider unusual life for a file. 


Nicholson advertising will 
feature “Sustained Speed with 
Nicholson Files.” Keep them 
on hand in shapes and sizes 
for every demand. 


NICHOLSON FILE CO. 
Providence, R.1., U.S.A. 


—A File for Every Purpose 
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Week of 
Dec. 29th to Jan. 3rd ? 


Crmother Soor<. 


Winchester Flashlights have 
been marked by the steady devel- 
opment of desirable new features 
of service and convenience. The 
line has constantly presented to 
dealers outstanding selling fea- 
fures easily demonstrated to 
your customers. 

In the steadily growing list of 
such features there have been 
developed the Winchester swivel 
hook hanger. the unique rotating 


| band focusing adjustment that 


cannot come apart, the simple. 
positive safety switch. clear lac- 
quer—protected reflectors. deep- 
ly corrugated cases. shock 


,absorbers to protect bulbs, and 


octagon non-rolling caps. 





| 


| 
| 





Then came the development of 
new styles of lights to meet new 
needs. The Winchester Head- | 
light, easy to wear. giving light 
wherever the head turns and leav- | 
ing both hands free andthe com- , 
pact Focusing lantern opened up | 
a whole new field for flashlight | 
Sales. 

And now “‘another score” for 
Winchester. It’s the latest thing 
in Winchester lights, the 2 cell 
focusing spotlight. [chromium fin- 
ished. See next column. 


7 wi WB : siincaag ae 











‘elate <—e 


[  cROROMUTOML 


INPSHED 


A New Idea 
A Popular Idea 


Chromium finished spotlights 
Assortment of four colors and black 


The two cell focusing spotlight is one of the 
most popular and best selling of flashlights. 
Now with this beautiful non-tarnishing chro- 
mium finish, and in attractive colorings it will 
be a still bigger seller. 

This chromium finish does not wear off like 
ordinary plating. It does not tarnish and, of 
equal importance, does not lose its lustre 
from being used for display purposes. These 
lights keep their finish. The cases are colored 
in handsome shades of red, ivory, green and 
blue—and in black finish. 

These are striking assortments for display 
and are bound to get attention. They are 
packed six lights to the red, blue and white 
display box shown above. 

The assortment consists of one of each color 
and two in black. They are designed to be a 
real flashlight feature to be sold complete with 
batteries at a popular price. 

Put this assortment in your window or on 
the counter and you'll soon see what we mean 
when we say “Sells on sight.” 


WINCHESTER REPEATING ARMS CO. 


New Haven, Conn., U. S. A. 


New York Office and Showroom 
312 Broadway 
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ATKINS 


SILVER G AW; 











HE hardware merchant who | 
sells Atkins SILVER STEEL 

Saws and Tools makes a legitimate 

profit on every sale—a profit he de- 








serves. The high quality of Atkins 
Saws is beyond comparison—they 
are manufactured to the highest de- 
gree of efficiency, not down to a 
price basis. 


VERY SILVER STEEL Saw 
and Tool made by Atkins has 

the Atkins identifying trademark 
to guarantee the user that he is 
purchasing the best products that 
brains and skill can produce—that 
he is getting his Money’s Worth. 


YOU can INCREASE YOUR 
SALES of Atkins SILVER 
STEEL Saws by displaying At- 
kins trim, posters, cards, and signs 
in your store. 


E. C. ATKINS & COMPANY 


Manufacturers of Saws, Saw Tools, Files, Machine Knives 
and Grinding Wheels 
ESTABLISHED 1857 THE SILVER STEEL SAW PEOPLE 


Home Office and Factory 
402 South Illinois Street, Indianapolis, Indiana 


Canadian Factory, Hamilton, Ontario 
Machine Knife Factory, Lancaster, N. Y. 


Branches Carrying Complete Stocks in the Following Cities 


ATLANTA NEW ORLEANS SAN FRANCISCO 
MEMPHIS NEW YORK CITY SEATTLE 
CHICAGO PORTLAND, ORE. PARIS, FRANCE 
MINNEAPOLIS VANCOUVER, B. C. 


Write to Headquarters at Indianapolis 
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We chose the Hardware Trade 


Should the source of supply-that caters to 
the needs of the standard hardware channels 
also furnish its goods and backing to chain 
stores and catalog houses? . . . McKinney 
decided against it some time ago. 


To some, the question answers itself. Should 
the same man second opposing fighters? 
Should the same coach handle the Navy and 
Army squads? Should the same manager direct 
the teams that compete for the World Series 
Pennant? . . . The hardware trade is compet- 
ing against other types of retailing with as 
much earnestness as any team of athletes ever 
battled their traditional opponents... . So a 
manufacturer in all fairness should choose 
his colors. ... McKinney has chosen the 
Hardware Trade! 


President 


F McKINNEY MANUFACTURING COMPANY 
' PITTSBURGH, PENNA. 


McKINNEY HARDWARE 


The Jewelry of the Home 


STRAP, T AND ButtT-HINGES; NON-MoRrTISE 
BuTT-HINGES; MCKINNEY FORGED IRON 
HARDWARE ; GARAGE HARDWARE AND PADLOCKS 
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A YEAR OF OPPORTUNITIES 


By LLEW S. SOULE 


LL—it’s here at last; a brand 
new year, with a set of mys- 
teries and opportunities, all its 

own. As it progresses, the mysteries 
will unfold of themselves, but the op- 
portunities will be revealed only to 
those who are ready to grasp and use 
them. 

To the hardware trade of the 
United States there will be many op- 
portunities, some of which at least, 
will have been carried over from 
former years; opportunities which 
were either unseen or disregarded. 
They are with us again for another 
twelve months, and we wonder-if the 
business eye-sight of this great in- 
dustry has improved enough to recog- 
nize them; if inclination has roused 
itself to grasp them. 

First, there is the ever present op- 
portunity for the hardware industry 
to make a reasonable and legitimate 
profit on the many items which it, as 
an industry, controls or could control. 
Why should so many items, strictly 
hardware, be manufactured, distrib- 
uted, stocked and sold without profit, 
and often with actual loss to all con- 
cerned? 

Why cannot the members of this 
great hardware industry individually 
resolve that in 1930 each will retain 
a just and reasonable profit on every 
hardware item made, distributed and 
sold? On items not controlled by the 
hardware industry, the trade must 
meet price with price, and service with 
service. Often it must sell at prices 
which will not pay overhead costs, 
let alone profits. If the manufactur- 
ers, jobbers and retailers of straight 
hardware items would get the profit 
they earn on their own items, the mat- 
ter of meeting competition in other 
items would be comparatively easy. 
But—they cannot build defenses 
against competitive prices, by throw- 
ing away profits on their own lines. 

Then there is the opportunity to 
curb the useless, senseless and un- 
necessary price wars which for sever- 
al years have wreaked havoc with 
hardware profits all down the line. 
We don’t have to recount them; you 
all know what they are. The record 
they have left in red ink on hardware 
ledgers stands out like a sore thumb. 

Unfortunately, the evil cannot be 
legally corrected by agreement. That’s 
where the big chain systems have the 


advantage—owned by one company or 
corporation, they can attain by com- 
mand, what so-called independent op- 
erators are prohibited from obtaining 
by agreement. There is, however, no 
law which prohibits the individuals in 
the hardware industry from individu- 
ally resolving to get a reasonable 
profit on the items which they make, 
distribute or sell. That’s the first step 
toward an old opportunity presented 
again with the advent of a new year. 

Next there is the opportunity to 
formulate fair, definite, clean cut 
policies all down the line, and to ad- 
here to those policies. We wouldn't 
think much of a sea captain who sailed 
without chart or compass. We would 
think still less of one who carried 
them with him, but failed to use them. 
There has been a woeful lack of defi- 
nite policies in our industry, and 
where such policies were in evidence, 
often adherence was lax—like some 
laws, made to be broken. 

Then, too, there is the opportunity 
for sane and rigid handling of credits 
and collections. Credit rightly han- 
dled is of itself worth while. But 
credit cannot run amuck and be profit- 
able; it must be controlled. Accounts 
will not collect themselves. Slipshod 
credit and careless collection methods 
have robbed many hardware cash 
registers in 1929. Will they continue 
to pilfer during the year to come? 
Not if opportunity is grasped and 
held. 

Finally, there is the opportunity to 
serve the’ public and the industry 
through trained, efficient salesmen, 
and far sighted advertising. Good 
advertising, unstinted by lax effort or 
niggardly appropriation, can be almost 
a life saver in 1930. There will be 
money to spend, but it must be coaxed. 
Merchants must be constantly 
reminded of new items and sales op- 
portunities already in stock. Cus- 
tomers must be reminded of needs, 
uses and conveniences of hardware 
products. The greatest opportunity 
of 1930 is the opportunity to hold 
present business and build new busi- 
ness through intelligent, regular ad- 
vertising. 

There’s more to be said—but this 
is enough. It all simmers down to 
one sentence: 1930 is a year of op- 
portunities for those who can see and 
have the will to act. 
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THE WALKER CO. 
“GOES MODERN” 


Without Overdoing It, This Large Suburban Hardware 
Firm Has Provided a Thoroughly Modernistic 
Setting That Does Not in Any Way Detract 


From a General Air of Coziness 


OR beauty, order and method 

it’s hard to beat the Walker 

Co.’s new hardware store in 
Oak Park, IIl., Chicago’s big west- 
ern suburb which is never too 
modest to assert its distinction as 
“the largest village in the world.” 
Without going to extremes, this firm 
has gone modern; without uncom- 
fortable emphasis, the modernistic 
motif prevails throughout the estab- 





lishment. Here, if anywhere, is a 
retail hardware organization enter- 
ing the mid-century period in per- 
fect tune with the times. 

Lester R. Walker, who founded 
the firm May 15, 1929, and heads 
it, served for fifteen years as secre- 
tary and merchandise manager of 
the former Nicholas Co., now the 
Oak Park branch of a Chicago de- 
partment store. In that capacity he 
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ESTER R. WALKER, head 
of the Walker Co., Oak 
Park, Ill., who planned this new 
establishment. He decided to 


make it representative of the 


spirit of the times. He and his 

store architect worked out a 

scheme that strikes every note 
cf modernism. 


acquired a rich experience as a prac- 
tical student of hardware merchan- 
dising in a prosperous suburban 
field. 

His mercantile technique is of 
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near interest to every hardware re- 
tailer, regardless of location, for, 
after all, Oak Park furnishes a 
significant compromise between big- 
city and small-city conditions. What 
goes on there is, in greater or less 
degree, going on in every Ameri- 
can trade center of any urban pre- 
tensions at all. The march of mer- 
chandising modernity is by no means 
confined to the big-city scene. 

As to the outward aspect of the 
new Walker store, picture a sixty- 
foot front of dark marble trimmed 
lightly, severely, with contrasting 
strips of chromium. The establish- 
ment is a few doors north of the 
Lake Street “L” and the North- 
western railroad stations, at 124-26 
Oak Park Avenue. 

Four generous windows face the 
street, two on either side of the 
central entrance. Each of these 
main windows framed in marble is 
set off as a unit by a rectangle of 
narrow chromium-strip. The en- 
trance is recessed and on either hand 
is a lesser window of plate glass 
with manifold angles each perpen- 
dicularly defined by a chromium- 
strip. The window backing is of 
walnut. 

Nearly every detail, inside and 
out, shows some concession to 
modernism. Within a_ veritable 
“fair” of hardware and gift goods 
is pleasingly presented to the eye. 
The store is 87 feet deep. At first 
glance it appears square. Gener- 
osity of space is attractively com- 
bined with an air of coziness; the 
staple and the novel in hardware 
and related merchandise are art- 
fully blended. 

“What idea did you have upper- 
most in mind when you worked out 
the plan for this?” Mr. Walker 
was asked. 

“In the first place,” he answered, 
“we tried to achieve a warm, com- 


THIS CENTRAL STAIRWAY 

INVITES CUSTOMERS TO 

THE ATTRACTIVE  BASE- 
MENT 


66 OUSEWARES Downstairs.”’ 

Those words in electric let- 
ters guide the feminine visitor to 
the unusual array of domestic 
hardware to be found on the floor 
below the main room of the 
Walker Co.’s store in Oak Park. 
Women flock there by the score. 
Because this section is in the base- 
ment is no indication that its ap- 
Pearance suffers on that account. 


Above: General View of the Walker Store. 





Below: Basement Salesroom 
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fortable atmosphere in a modern setting that would be 
attractive in terms of today and tomorrow. As most 
dealers will agree, that is a difficult objective to reach 
in a hardware store. 

“It has been said that 85 per cent of the business 
done in the retail hardware field is actually transacted 
or influenced by the women. My experience within the 
last few years has been such that I can confirm the sub- 
tantial correctness of that contention. 

“For this reason we have tried to build and arrange a 
store that is modern in every way and will appeal to 
the average up-to-date woman. We feel that the old- 
style hardware store is gone forever. By the same token 
if every dealer will only clean up and paint up and 
brighten up his store and his windows, he cannot fail to 
increase his trade to an extent that will far more than 
pay for the extra effort. 


66 

On the other hand, we tried to avoid having our 
store too dressed-up for the average carpenter or con- 
tractor who is a thoroughly practical person chiefly in- 
terested in the practical purposes of a stock of hardware. 
So we divided the store into what might be termed two 
separate businesses. 

“Suppose such a carpenter or contractor comes in. 
He can turn immediately to the right and find himself 
in the midst of a completely stocked hardware store. 


Here, I am sure, he is going to feel right at home. 
There is no reason why he should not. 

“But if it is a woman who comes in, someone not pri- 
marily interested in hardware staples, she can turn im- 
mediately to the left and find herself at once in the heart 
of a carefully planned display of china, glassware, art 
objects and similar merchandise appealing chiefly to the 
feminine taste. Here is a well-selected miscellany of 
gift goods, including a table of high-grade household 
electric appliances. 


‘ce ; 

I HAVE watched many a feminine customer. She 
enters, turns to the left and, at her leisure, goes through 
the entire department on that side of the store and fre- 
quently follows the stairway down into the basement. 
That action tells us that someone has told her of what 
we have to show. 

“Consequently, we have given over the whole north 
wall to the display of items suitable for gifts. They 
are both attractive and practical. We try to have a 
showing of moderately priced every-day articles, such as 
decorated bread boxes, cracker jars, fancy waste baskets, 
water bottles and so forth. 

“Here is a rolling memorandum pad for the kitchen. 
It sells well. Here is a convenient, attractive little box 
for receipts. Few housewives can resist it. One of the 
liveliest numbers we show is this common flower pot— 


The accompanying floor plan shows the efficient arrangement of the new Walker store at Oak Park, Il. 
Read this descriptive article about this modern hardware store. 
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richly lacquered in black with a colorful touch of added 
embellishment.” 

Mr. Walker’s visitor interrupted him. “That wall 
display!” he exclaimed. “I never saw anything just like 
it in any hardware store. Looks as though the idea 
might have come from Marshall Field’s.” 

“No, we worked that out ourselves. I searched every- 
where for a plan that would permit us to set off each 
item with maximum attractiveness. Here and there in 
different stores I picked up an inkling of what we wanted 
but nowhere could I find the complete idea exemplified. 
It had to be practical as well as unique. 

“At length, with the valuable help of our fixture man, 
we hit upon the scheme of using detached glass shelves, 
staggered, inside a long wall case without glass doors. 
We deliberately staggered the shelves to relieve the eye 
of monotony. 

“A long, continuous glass shelf, in our opinion, has a 
monotonous effect. Also we wanted every item thus 
displayed touchable. Glass doors would defeat that pur- 
pose. The background, as you see is of light maple, 
contrasting with the darker walnut of which the rest of 
the case is made. 


sé 

I N the beginning, we bought glass doors. But later 
thinking the matter over, I decided that they would be 
a detriment rather than a help. So we didn’t put them 
on. Now, after we have seen how the plan works, we 
wouldn’t think of doors. They would keep the mer- 
chandise out of reach. 

“Naturally, we have to keep the glass shelves and the 
whole case spotlessly clean. This wall case is brightly 
lighted through slots above which are provided with 
porcelain reflectors. From a short distance the case, with 
its sectional partitions, gives the appearance of having 
a crystal-clear glass front. 

“Those staggered shelves, I am convinced, sell four 
times what straight shelves would sell. I lay this to the 
manner of display rather than to the excellence of the 
merchandise itself. We buy carefully, of course. I 
have had plenty of experience in stocking such goods. 
But display’s the thing!” 

Throughout the store an unobstrusive air of modern- 
ism prevails. Eight modernistic pillars of walnut sup- 
port the ceiling. Each is square and its surfaces are 
broken with squarish walnut shelves and brackets. At 
the top, where the capital of a classic pillar would be, 
is a modernistic lighting fixture whose straight lines 
harmonize with the general effect. Huge “bowls of 


light,” caged in wrought iron, swing from the ceiling. 
These are of special design. 

Twenty-five feet from the entrance a stairway, with 
rails of modernistic pattern, leads to the floor below. 
An electric sign displaying the word “HOUSE- 
WARES,” invites the customer to descend. He or she 
is further invited by a generous glimpse of the goods 
on display in the basement. 

“Two-thirds of the way down the stairway is broken 
by a platform from which steps lead the rest of the way 
to the floor, left and right. Mr. Walker believes a 
straight, unbroken flight of stairs would look too deep 
and steep. : 

Open display tables, each bearing its quota of neatly 
arranged merchandise, are used upstairs and down—ex- 
clusively, in fact, with the exception of several show- 
cases and wall cases. But few, if any, chain stores 
arrange their tables with such system and neatness as 
these to be found in Walker’s modern hardware store. 
It is far more than a matter of competing with the 
chain-store idea; it is a matter of outdoing the chain 
method of display in every detail. 

The Walker plan is to have no piece of goods dis- 
played rise higher than forty inches above the floor. 
Hence the vision of the customer or the salesperson is 
never obscured. With that height limit each floor of the 
store offers to the eye an inviting expanse of merchan- 
dise set off to the best possible advantage. Here hard- 
ware finds a glorified atmosphere indeed ! 

Mr. Walker is a seasoned hardware man who knows 
his merchandise and his market. Jens Sorensen, for- 
merly with the Nicholas Co., is with him as advertising 
and display manager. 

Both men are of the pioneer type, even if this is 1929. 
They believe their way is the way to get ahead in the 
hardware business. What they are doing constitutes a 
notable example of courageous trail-blazing. 

Professionals planned and furnished all the appoint- 
ments for the new Walker store. It was a particular 
job, directed and done by particular people. The hard- 
ware fixtures were furnished by the Duluth Show Case 
Co., Duluth, Minn. The long wall case along the north 
side of the establishment was designed and built by the 
Vogel-Peterson Co., Inc., Chicago, which also put in 
some of the display cases. Other fixtures in the base- 
ment were made under the direction of the Walker man- 
agement itself, whose long, practical experience is also 
of the professional order. Roy J. Hotchkiss, architect, 
is responsible for the modernistic detail. 





Average Monthly Outstandings to Annual Net Sales for Stores in Various Lines Tabulated* 


A tabulation prepared by the University of Michigan, in 
cooperation with the National Retail Credit Association, is 
reported in the Dartnell Corporation’s “Retail Collection Plans 
and Letters” to show the following percentages of average 
monthly outstandings (first of month) to annual net sales for 
various types of stores, installment sales being excluded from 
the tabulation: 

*Standards starred are based on ten reports or less. No 
standards were computed when less than five figures were avail- 
able. 

*Men’s, women’s and children’s ready-to-wear stores. 


Types of Store Percentages No. of Reports 


NJODARUOTE | ons trs.s nas cosas d 19 133 
ADEE GOOUS 5500 d05-ea0ice 18* 6 
POREEIANEO 8 oi5s i c-00:65438 0 :50e% 15* 6 
Me 19* 5 
Ua ee 21* 6 
Men’s Apparel ........... 20 41 
Ready-to-Wear’ .......... 19 14 
See eee deny caitionad 6 xcs 17 15 
Women’s Apparel ........ 19 35 
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HOW the GREATEST KING 


By SAUNDERS NORVELL 


r NHIS is Christmas Eve, and I am dictating a New 
Year's article. All my life I have had the pride of 
good health. I am afraid I have not been any too 

sympathetic with sick people. Now, as a punishment, 

and to humble my pride, I find myself ill with a bad cold 
and confined to my room at Christmas time. 

Still, by comparison, we always have something for 
which to be thankful. A neighbor of mine in the next 
apartment took his cold after mine. Yesterday they car- 
ried him out, with flowers. He was ill with pneumonia 
just one week. Poor fellow! He did not have a chance 
from the start. I was reminded of the Good Book, 
where it says: “Two men shall sleep in one bed. One 
shall be taken and the other shall be left.” Such is the 
uncertainty of this life. 

But even being sick has its compensations. When my 
nurse would tuck me in for the night, and make me 
promise not to smoke any cigars, when everything was 
quiet I switched on the light and enjoyed reading one 
of the greatest dramas that has ever been played upon 
the stage of this world. The book is the “Life of Frank- 
lin,” by Bernard Fay. It was published by Little, Brown 
& Company of Boston in November of this year. I 
have read a number of lives of Benjamin Franklin, but 
this is the most exhaustive in its accumulation of facts 
about the life of the Apostle of Modern Times that I 
have ever read. The book is very lengthy, covering 547 
pages. 


F OR this comparatively brief article I have selected 
for review just one phase of Franklin’s life. I have 
selected this phase, because it fits in as a New Year’s 
article. 

Say what we please, there is a feeling of depression to 
he found in all parts of the world at the beginning of 
this new year. This depression I believe is especially 
prevalent in the minds of the older generation. That is 
why I wish to glean from this book a most stimulating 
and stirring story of Franklin’s life. 

As you know, previous to 1774 Franklin had spent 
many years in England. Under the British Crown he 
held the office of Deputy Postmaster General in the Col- 
onies. From this office he drew a very good income. 
Franklin, therefore, at this time, was an officer of the 
British Crown and was a British subject. Franklin at 
first was not a revolutionist. For years he worked to 
bring about some form of reconciliation between Great 
Britain and the Colonies. 

In 1774 he was in England. He made reports to the 
United States. Certain confidential letters fell into his 
hands and he sent them to the Colonies. This led to a 


petition from Massachusetts to the English Crown to 


remove a certain man by the name of Hutchinson. The 
question immediately arose in England as to how these 
letters were obtained. Franklin kept quiet. Then two 
stupid men got into an altercation about these letters. 
There was a duel and one of them was almost killed. 

In order to protect an English friend, Franklin ad- 
mitted he sent these letters to the United States. This 
led to his being summoned to a meeting of the Privy 
Council, presided over by Lord North on Jan. 29, 1774. 
On that morning he dressed carefully in his fine suit of 
“spotted” somber Manchester velvet, put on his largest 
wig and proceeded to the council meeting at the Cockpit 
Tavern. 


"Tunrry-rive members of the Privy Council sat 
around the table all in full dress and wearing their 
decorations. Franklin sat near the chimney place, and 
assumed his most serene and immobile expression. The 
fire crackled beside him. 

Then Wedderburn, a fiery Scotch lawyer, the British 
Solicitor General, spoke for an hour, denouncing Massa- 
chusetts and insulting Franklin to his face. He pounded 
the table with his fist, as he ranted on, calling Franklin, 
among other complimentary terms, a thief and a char- 
latan. 

Franklin sat patiently and took his medicine, but, as 
Fay writes, during this time Franklin lost all the illu- 
sions he had on England, her aristocracy, and all the 
hopes which turned on the future of the Anglo-American 
empire. His face remained immobile, but in two hours 
his mind had changed its orientation. He left the room 
calmly, shaking hands with some of his friends silently 
at the door, and then went off alone, a stranger. 

Two days later he received a letter from the British 
postmaster general informing him that his position had 
been taken away from him. He understood what this 
signified. The King had rejected him. The British Gov- 
ernment and the King had thus eliminated the one 
American who could still have directed the evolution of 
his country toward England. 

Most of the above are quotations from Fay’s book. 
But stop and think what this meant. The game being 
played by the contestants on the American side of the 
ocean and by Franklin on the other side meant the hold- 
ing or the losing to Great Britain of one of the greatest 
kingdoms on earth. Franklin himself realized the stake 
for which he was playing. Time after time he told the 
British ministers of the enormous extent of the lands 
in the United States, of the great ‘resources of the 
country, and again and again he reminded them of how 
the population in this country would increase over the 
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years to come. All the facts and figures advanced by 
Franklin fell upon stupid ears. 

As I read this book I could not help but wonder why 
the great drama in which Franklin took part has not 
been given more attention by our playwriters and dram- 
atists in this country, and how little attention it has been 
given by those who have developed moving pictures. 

Franklin, as we all know, was a merchant. He had 
accumulated a considerable fortune. Of course, we all 
know of his scientific inventions. He was not only a 
great merchant and a great statesman, but beyond all 
that a great scientist. 

Franklin returned to the United States hated by a 
large part of the British aristocracy, and in a sense a 
complete failure. He was no longer a young man. 

Now read what happened. As a member of a com- 
mittee, Franklin met Lord Howe. The first point in 
Howe’s instructions was to have the Americans recog- 
nize the suzerainty of George III, while the first point 
in the congressional instructions was to refuse any such 
recognition. The delegates finally agreed that an under- 
standing was impossible. The delegates reported the 
meeting to Congress. Then the represemtatives went 
ahead with their business, for according to the happy 
formula of Franklin: “Jf they did not all hang together, 
they would be hung separately.” 


F RANKLIN was always a practical man and had no 
illusions. It was then decided to send Franklin with a 
committee to France, to seek the support of the I*rench 
Government, to borrow money, to seek an alliance, to 
secure troops, supplies, powder and uniforms. This, of 
course, meant treason. Franklin had been an official of 
the British Government. If he were captured on the 
seas, it would have meant that he would have been 
promptly hanged as a traitor to the British Government. 

Stop and think of just a few facts: Franklin accepted 
this appointment. He was touched at being asked to 
serve his country. Please remember that he was in his 
seventieth vear, a time when most men are willing to 
take their ease, feeling that they have done enough, but 
Franklin said to Congress: “J am old and good for 
nothing; but, as the storekeepers say of their remnants 
of cloth, ‘I am but a fag end, and you may have me for 
what you please.” 

He gathered together all his ready money and put it 
at the disposition of Congress in the form of a loan, 
showing that he was willing to play high stakes for the 
independence of his country. 

He left all of his papers in the hands of a friend by 
the name of Galloway. This friend had decided Tory 
leanings, but Franklin trusted him. All of his money 
had already been placed in the hands of Congress. His 
wife was dead. His one son had deserted him and gone 
into the service of England. He had no party in the 


DOM on EARTH WAS LOST 


United States. Franklin’s destiny was strange, as he 
stood, a solitary and contradictory figure, in the midst 
of all his glory. Just as Abraham, at the age of seventy- 
five, left for Egypt, the wise old Franklin, now turned 
sixty-nine, prepared to leave for france. , 


F RANKLIN had no other weapons but his skill and 
many promises. \What was he himself—an old man of 
seventy, who had fled from his country when the enemies 
were ravaging it. Jealousy was rampant in the States 
he had left, the little were against the big, the South 
against the North, Congress was divided, the Radicals 
against the Liberals, the Parliamentarians against the 
Democrats, and he, himself, was suspected by everyone! 
France, with its monarchy and Catholicism, was an un- 
known country to him. He had fought against it for 
twenty years, and now he was pinning all his hopes upon 
it. At seventy he had to begin a new life. He was 
throwing his past away, and to symbolize it he threw his 
wig into the sea. He landed in Brittany at nightfall on 
Dec. 3, 1776, and the inhabitants of France were just 
as much surprised at his appearance as he was at theirs. 

On July 4, 1776, the Colonies proclaimed the Declara- 
tion of Independence... It was just as easy to proclaim 
such a declaration as it is to make resolutions. Please 
note something that most Americans do not know—it 
was seven years, or 1783, before the United States was 
recognized by France and afterward by all the leading 
nations of the world. 

The American Revolution started out with a series of 
failures. The French Government was sympathetic to 
the Colonies, but did not care to recognize them if they 
were attaching themselves to a losing cause. On Nov. 
20, 1781, Cornwallis surrendered at Yorktown. This vic- 
tory was the turning point for the Americans. 

In 1783 the States were recognized by France, and 
the treaty between the two nations was signed. Franklin 
and the other representatives of the States were sum- 
moned to the presence of Louis XVI, the King of France. 
The monumental doors of the King’s apartments swung 
open slowly and the Major of the Swiss Guards stepped 
forth and announced sonorously: “The Ambassadors of 
the Thirteen United Provinces.” Franklin was almost 
overpowered by emotion, and wept. He advanced, how- 
ever, leaning on Vergennes and Deane. They were pre- 
sented to the King, who spoke to them cordially. 

Franklin was dressed in his usual simple brown suit, 
with gray silk stockings, black leather shoes with silver 
buckles. He wore no wig, and his long white hair was 
brushed back from his great head, over his neck and 
shoulders. He stood alone in that brilliant assemblage 
as a representative of a new world. Thus the youngest 
republic in the world was presented to all nations by the 
oldest and most imposing monarchy of Europe. If July 

(Continued on page 84) 
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When Customers 
Begin to Read Your 
Ads with Interest, 
They Begin to Think 
of Your Store as an 
Interesting Place 


By GUY HUBBART 


O people ever think of hard- 
ware as interesting? That 
is, aside from the utility of 
this or that item. Do customers 
ever think of a hardware store as 
an interesting place? If they do 
not they should, and more than likely 
would if more effort were made to 
put the store in an interesting light. 
This can be done in the space ordi- 
narily used by hardware stores that 
advertise regularly. All that is 
needed is the feeling that it is worth 
while to make the advertising in- 
teresting. And the way to make it 
interesting is to be interesting. 

The average hardware merchant 
is able to be interesting when he 
talks to customers or when he talks 
to his family or visitors in his home. 
Why is it, then, that his advertising 
cannot be written in an interesting 
way? Maybe it is just lack of view- 
point or the feeling that no one is 
interested in such commonplace 
things as kitchen utensils, tools, 
locks, stovepipe and the hundred 
and one things a hardware store 
carries. 


An Y WAY, most hardware store 
advertising could be improved, and 
much of it should be because of the 
extra goods it would sell. Many 
department stores, drug stores and 
specialty stores have definitely in- 
creased sales volume by changing 
from dry, uninviting copy to spark- 
ling, humanized copy. Not in a day 
perhaps but within a short time. 

The reason is very simple: When 
a thing becomes interesting because 
of something said or written about 
it, people can and do remember it. 
Also interest magnifies the worth of 
an article which the customer is al- 
ready familiar with. So much for 
the thought, a timely one in view of 
the beginning of a new year of 
effort to increase sales by advertis- 
ing and otherwise. 

Now some specific suggestions 
designed to help the hardware mer- 
chant who sees the value of better 
advertising. 

While there are scores of ways to 
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be interesting, here are three ways 
ads can be interesting, and three 
ways to make them that way: 


How An Ad Can Be Interesting 


1. An ad can be interesting ac- 
cording to the goods featured in it 
(merchandise interest). 

2. An ad can be interesting ac- 
cording to the way it is laid out and 
typed (mechanical interest) ; and 

3. An ad can be interesting, ac- 
cording to how it is written (copy 
interest ). 


How to Make an Ad Interesting 


1. Ads can be more interesting 
by featuring new goods or new 
things about the use of familiar 
goods. 

2. An ad can be made interesting 
by linking it with an interesting 
local or other kind of event. 

3. An ad can be made interesting 
by a whimsical, semi-humorous or 
educational style of text. 

The last refers to style or method 
of writing and requires no especial 
training as a writer, but merely a 
natural style or way of saying things 
instead of the dead, stilted copy 
found in so many ads. (Hastily 
written in for fear some one will 
say: “Who is going to write this 
interesting copy ?”’ ) 

The fact is all six numbered par- 
agraphs above are merely the basis 
for being natural and intimate in 
copy writing instead of cold and 
distant. 

“Come in and see our new stove- 
pipe, elbows and all. You'll like it. 
The kind of a preacher can put up 
with no danger of having to swear. 
Smooth joints, carefully made and 
guaranteed to treat a young and 
beautiful stove right, and to deco- 
rate an old unsightly stove,” Two 
sentences, written in human, nat- 
ural vein about a subject on which 
there is very little to say. Yet put 
in the top of an ad with other timely 
items in it it would catch the eye 
and the interest of hundreds of peo- 
ple who need new stovepipe and 
many other items, but who might 
never notice the line“Stovepipe, so 
much a length.” 

















HARDWARE AGE for JANUARY 2, 1930 


49 





“Percolators that sing as they 
perk, and what delicious coffee any 
one can make! Coffee that changes 
the morning grouch into a smiling 
philanthophist after the first sip. 
No kidding. Get one so your hus- 
band will have no excuse for leav- 
ing home permanently!” Not flip- 
pant, just human. A percolator is 
really a necessity in every home, and 
a line or two in a cheerful, friendly 
vein is all that is needed to start 
a train of thought in a prospect’s 
mind. 

Another thing: When you write 
little lines of your own no other 
store’s ads will have the same argu- 
ment you used. 

And headlines offer a place to be 
interesting in the ads. Examples: 

“What books are you reading 
now? There are so many very 
good ones. No, we do not carry 
books, but we carry some of the best 
electric light bulbs in the world for 











GIFTS FOR EAS TER 


Colorful flower bowis. kreen, amber, pink, yellow or blue, make a 
pleasing Easter gift «+ $1.00 to $4.50 


Stemware adds charm to the table. Sherberts, goblets wines, foot- 
ry tumblers, in a amber,. green and orchid set of 
Cov cesegccesectnsesesesecceges $1.05 to $5.00 


China—open stock patterns in American, English, semi-porcelain Ba- 
variay. and Japanese in gay colorful decorations, 32- a 
BOWS cccecccece MA Cece e dese SoreBecdvccrcesesesores $3.05 up 


1847 Rogers' Bros. ang Community Silverware — new patterns 
separate pieces or beautiful chests. 
Colored Enamel ware red, Blue, green and yeHow -— changes 
the kitchen frem.a drab work sik to a cheerfyl nook. 75c up. 


Novelty Jewelry 


A charming jewelry. nov- 
elty, in.ett crystal, blues 
rose, gréen, red or antique 
Russian amber and gold 
will add just the finish 
touch your Easteft cos- 

r ume requires.—Pendants, 

brooches, rings and many -other attractive 








ear rings, ~ bracelets, 


QERUITIR shaw 8 c.c ssn 06d sane: 5549-5090k06 <5 ae 00s sees OO Gee 
Mech Bags 

Whiting and Davis enamel mesh bags, new shapes in new patterns 

and color combinations .....---e+,eeeeeeee cece reemee $2.75 up 


New Easter Hand Bags 


leathers —- n e Ww 
spring colors — pouches, en- 
velopes, tailored purses, You 
will be sure to find the one 
that matches your gpring cos- 
tume at the price you want to 
pay. .. $2.05 to $15.00 


Beautiful 





Easter Greeting Cards 
Send a friendly greeting to your friettds. You will ne. . Byer 
attractive assortment here 0 25c 
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night reading!” These two lines, 
one as a top caption, the other as a 
subhead would catch the eye of read- 
ers if put at the top of your regu- 
lar weekly or every-other-weekly 
ad, or your daily ad, if you have 
them that often. 

Why not offer the clerks or clerk 
a prize for good ideas and head- 
lines now and then? Or, if your 
daughter is in high school, offer her 
a prize for writing some interesting 
copy. Better still, try your own 
hand at it. 

This writer has met some of the 
most interesting hardware mer- 
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Easy Terms and Immediate Delivery 


on the new 
HousE-CURRENT Battery-Less 


A KENT Rodd & Radio Soni, 0 $24. 
RADIO 
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: Sonn 

to 11S a 
sxonreating current. 
Price, without tubes, 
$125. 





Tw Tennx oF it _ 

'—no more ° 

A ATER bothersome batteries. Just the 

KENT simple, compact Power Supply 

Modets that you plug into your light socket 

and forget.. This newest radio can 

as low as be yours TODAY on the easiest of 
$49 , 
Act at Once! 
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ATERIAL here is well or- 

ganized; excellent lay- 
out; type easy to read. The 
Easter ad would be improved 
by an interesting line or two 
at the top. The radio ad 
needs a little human touch in 
the copy. The Mother’s Day 
ad is linked to something of 
general interest and carries a 

good selection of items. 


chants in the land, people who can 
talk interestingly, think straight, and 
all, but whose advertising was or is 
just the common run of statements 
or descriptions. 

Why not try to write like you 
think? It will increase the selling 
power of your space from two to 
twenty times what it is now. Your 
readers are human ; they like human 
thoughts in connection with hard- 
ware and hardware stores. 

Begin to think about it now. And 
try it next ad you write. Take an 
old ad and make it young by putting 
life into it. Only takes a lead pen- 
cil and a few minutes of thought. 


Mr. Hubbart’s next article 
appears in the January 16, 
wsue. Watch for it. 








MOTHER’S DAY 


Sunday, May 13th 
Let your gift be a lasting one. Here are a few suggestions. 


1847 Kogers' Bros, or Coni- 
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cceee =... $000 

faa $3.50 
Pur'es Costume 
aia - mR ane 


pouch, under- 


arm owl back tnr to give the 


correct finish 
tO a costume. 





leathers 
im! colors that ee 
bar m o nis » . 
with the rings, ae 
sar ae po a amber, 
. poppy read, 
crystal 
* $15 50c " $5 


32-piece set of China Dinnerware of American, Japanese, 


Bavarian and Prench China in the $3.95” $79 


new patterns and color 


‘Glassware and 
China 


yeiaishar ort. of 
goblets, sherberts, ~ 
or salad plates, in 


E orchid... $3000 
$1.0€ 


Candle 
sticks, pr. 

Give her'a vase or fower bow! for 
Mother's Day 50c ° bet 
oe er $5.00 


Bouquet .... 

Mother's Day Grecting Cards in a wealth of 
new (designs and the sort of sertiments, that 
just seems to “hit the to 

spot" 5c 1 
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Don't Be Stampeded by 
Unfounded Rumors! 


By CHAS. J. HEALE 


ERGERS! Rumors of mergers! Each day the 
M daily newspapers introduce carefully qualified 

reports of alleged rumors—being carefully 
qualified the publishers of such news are immune from 
law suit even though the news be poorly founded and 
in fact definitely denied later by the principal parties 
mentioned in the dispatches. Irreparable damage may 
often be done by such poorly founded rumors. It is 
doubtful if the subsequently printed denial truly con- 
vinces and often those most interested do not see the 
denials. 

Many of the “alleged rumors” prove to be but fond 
pipe dreams of “banking students,” usually of tender age 
and with a financial mentality which might well be 
termed as collegiate. 

The editors of Harpware AGE are frequently honored 
by visits from such students, who glibly in conversation 
outline from a banking standpoint what they believe to 
be much needed mergers. Seldom does a knowledge 
of distribution economies hamper these plans, nor have 
these students bothered with the mere technical formality 
of determining whether or not the “parties” to be 
merged are in a merging mood. 

The information our student-visitors would appreciate 
is nothing if not complete and confidential. It being the 
lot of an editor to at least feign politeness as well as the 
traditional curiosity, we listen patiently to planned merg- 
ers of manufacturers, wholesalers and sometimes groups 
of retailers. Then we begin to ask a few questions. 

It seems that our visitor is related to an official of a 
well known financial institution. He is about to break 
into the higher arts of banking, at which he has shown 
some native talent. He has had access to files which 
give the details of certain successful mergers. Having 
at one casual reading absorbed the fundamental essen- 
tials of mergers, he sets out to merge some firms, the 
heads of which are wholly ignorant of their proposed 
good fortune. 

A little leading finally brings to light our visitor’s basic 
but none too altruistic interest in the matter. He would 
float some new stock at a handsome commission and 
profit to his house and himself. Much of the where- 
with-all the owners of the merging companies would 
receive would fortunately be in the nature of blocks 
of the new stock. 

Should we be willing, our visitor would be pleased 
for us to quote, in our news section, the welcome rumors 
of the proposed merger. We can have the “news” ex- 
clusive and scoop all comers. The story can be pre- 
sented thus “Harvey A. Blank, of the Blank Finance 
Corp. admitted that he is working out a merger plan 
for So and So and a few other companies.” The pub- 
licity would help matters and of course promote some 
interest in the stock later to be issued. Should the 
parties involved object to the plan we are advised that 
we may publish the customary denials. 


“Sounds good doesn’t it?” To us it emphatically does 
not. A reputable trade paper verifies its news. Pub- 
lishing less frequently than every few hours as do most 
dailies, it is* rightfully expected by its readers to pub- 
lish news with more than a fair degree of accuracy. 
3eing the only weekly paper in its field HARDWARE AGE 
naturally leads in the presentation of important news, 
but in doing so its editors insist on accuracy through 
verification. 

Consequently we are often a serious disappointment to 
student-bankers, who visit us. In the parlance of the 
campus which they have but recently left we are “a 
total loss.” 

There is however, a very tragic side to this comedy 
—a vicious side, perhaps unintentionally so, but never- 
theless vicious and unfair. 

Specifically we have in mind a basic hardware line 
carried by most hardware stores. In the past two 
years with surprising regularity, we have read in the 
newspapers that a certain large-manufacturer in this line 
was working on a plan which would provide for his 
absorption of some half dozen leading competitors—all 
mentioned by name. The respective parent company is 
not always the same, but the outstanding leaders are al- 
ways chosen for the plant. In each case, officials of the 
companies to be merged issue formal and definite denials 
of such plans or of any such action at all. Unfortu- 
nately the rumor story is prominently used and the subse- 
quent denials are somewhat buried. 

In the case we have in mind, we know positively that 
damage has been done. Dealers who were agents for 
the companies alleged to be bought, became nervous over 
the possibilities of losing their sources of supply and 
immediately sent out feelers to take on the alleged parent 
line, or some similar line not included in the alleged 
merger. Unfortunately unscrupulous salesmen sensing 
the situation played on the dealers’ nerves and in this 
way put in their lines to replace the lines of old and 
reliable manufacturers mentioned in the untrue news 
reports. 

We urge all hardware wholesalers and retailers to 
verify alleged mergers before taking any action which 
they may later regret. Read carefully such news dis- 
patches and you will find more rumors than facts. 

There have been some mergers in the hardware field 
and there may be some more. To the best of our knowl- 
edge the comparatively few mergers of recent years in 
the hardware industry have proved advantageous to all 
factors of the business. It is likely that subsequent 
mergers, will have the same effect. 

In a merger that is actually planned and which will 
really materialize, adequate information will be available 
at an early date. With proper and full information you 
can intelligently take action if necessary. 

But do not be stampeded by unfounded rumors. 
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Climbing Cycles of Industrial Production 
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February, 1927 and current issues for detailed data. 


The dotted line is commercial paper rates, New York City. 
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IRST study the chart. Notice that each major move- 

ment of industrial production is preceded and forecast 

by a corresponding movement of money rates. Ob- 
serve that since the first of January, 1928, the present down- 
ward movement of industrial production has been forecast. 
Beginning with May, 1928, this was reported regularly 
in “Looking Ahead.” What a pity it was not known to 
those who are buying and holding stocks in the months 
preceding the speculative smash at the end of October, 
1929, and who were justifying the advancing prices of 
stocks on the ground that 1929 would bring no major 
downturn in business ! 

Then notice particularly that money rates in the short 
time since Nov. 1, 1929, have fallen from 6% per cent to 
5 per cent and are now (Dec. 15) forecasting a major up- 
swing of industrial production to begin, without much doubt, 
at or shortly after the middle of 1930. The usual seasonal 
swing from January to April, 1930, is likely to occur, but 
this will be a minor swing. It will not reach a point as 
high as the peak in 1929. 

There could be no better time than now to see clearly 
that major swings of money rates forecast and are fol- 
lowed by major swings of industrial production. Just now, 
because money rates are falling, practically everybody is 
convinced that this will be followed before long by in- 
creased business, by an upward movement in industrial pro- 
duction. It is almost unbelievable now that when commer- 


cial money rates were so rapidly rising in 1928 and the first 
half of 1929, practically no one was convinced, or could be, 
or would be convinced that such a rise would be shortly 
followed by a decline in’ industrial production and in general 
business. As a matter of fact, the down turn in business 
came about eighteen months after the upturn in money 
rates. Study the chart and draw your own conclusions as 
to what is ahead. 

When the stock market smash came in the last week of 
October, 1929, President Hoover with his usual good sense 
and foresight realized at once that something must be done 
to avert serious depression, that something must be done 
to brace up weak knees, to change the psychology of the 
great mass of people in the United States from a psychology 
of despair to a psychology of hope. 

Frederick William Wile in the !’ashington Star, in speak- 
ing of the President’s energetic and helpful efforts, says 
in substance that the President realized the nation’s house 
was on fire and called out the nation’s economic fire de- 
partment. Let us hope that before the nation is called upon 
to go through another similar experience, the nation’s house 
will be provided with a sprinkler system so that when any 
part of it gets too hot, water will be thrown upon it and 
the danger of fire eliminated. 

If we remember rightly, both Mr. Hoover, then Secretary 
of Commerce, and Mr. Mellon gave warning in the spring 

(Continued on page 90) 
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Two. 
Family 
Hardware 
Stores 


By C. J. Whipple 


President 


Hibbard, Spencer, Bartlett & Co. 
Chicago 





RDINARILY, I have little 
QO to do with the credit end of 

our business. We have a well- 
organized and managed credit de- 
partment, more than one-half of 
our customers discount their bills, 
and most of the balance pay with 
reasonable promptness. My contact 
with this department usually comes 
when we suffer a loss. 

Several months ago our vice- 
president in charge of credits called 
my attention to the case of a cus- 
tomer that had been on our books 
for many, many years. Until a few 
years ago his business had been 
profitable, he always discounted his 
bills, and from his profits in the 
hardware business was able to accu- 
mulate a modest fortune. He was 
prominent in the affairs of the town, 
a director of the local bank, owned 
farm land in the vicinity, and, in 
short, was a solid, well-established 
citizen. About ten years ago he 
died, leaving a son to continue the 
business, a widow and one or two 
daughters. The young man had a 
good training in hardware, was ag- 
gressive and up to date, and the 
business was carried on without in- 
terruption. 

As times changed, he changed 
with them. Sales showed a mod- 
erate increase and the gross profit 
or mark-up on the merchandise was 
in line with the standard retail prac- 
tice; but as time went on he became 
a little slower in meeting obliga- 
tions. Large bills were not dis- 
counted, but were allowed to run 
until maturity. Later, no bills were 
discounted and everything paid at 
maturity, and then we began to take 
note settlements for obligations. All 
during this period retail sales were 
satisfactory. 

Later he became slower and 
slower, and required extensions on 
notes, so we had to send a man 
from our credit department to find 
out the trouble. On the surface 
everything seemed to be just as it 
should be. The store was doing a 
good retail business, was clean and 
orderly, nicely fitted up, and the 
retail salesmen apparently well 
trained and efficient. The credit 
losses were not large, the book ac- 
counts were liquid and carefully fol- 
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lowed up, but upon examining the 
expense account it was found that 
there were two families living out 
of the business. 

During the father’s lifetime he 
drew a certain stated amount each 
week for personal expenses. This 
sum was continued to the widow. 
The son, at the father’s death, was 
doing a clerk’s work and was paid 
on the same basis as a clerk. When 
he succeeded to the management of 
the business, another employee was 
hired to take the vacant place in the 
store, and the son felt that he was 
entitled to the same sum each week 
that the father had previously 
drawn. Thus the business had to 
carry this extra expense. At first 
this was not noticeable. As time 
went on, this double expense grad- 
ually sapped the capital structure 
until the solvency of the business 
was threatened. Our credit man 
quickly pointed out the fact that the 
expense account was too great for 
a business of this size and that un- 
less a change was made the end was 
inevitable. 

All of this happened several 
months ago. Since then I have 
seen other simliar cases. Most of 
them are old, well-established ac- 
counts—dealers that we think a 
great deal of and who we feel are 
entitled to everything that we have 
to offer, and so, when our credit 
man comes to see me with a bundle 
of papers under his arm I ask him 
“is this another two-family hard- 
ware store?” 

Whenever my attention is called 
to a case of this kind, I wonder how 
many retail hardware stores are bur- 
dened with supporting too many 
families. It is so easy for a mer- 
chant to make a place for his son, 
son-in-law, or perhaps other rela- 
tives at salaries higher than they 
should be without considering the 
serious effect such added expenses 
will have upon the future of his 
business. The dealer must face this 
issue squarely, firmly and decisively. 
He cannot close his eyes to matters 
so vitally important to his business. 
He should take an inventory of his 
surplus help and excess overhead 
just as he takes it of his merchan- 
dise and outstandings. 
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HE year 1929 has passed 
into history. 
Taken as a whole, it has 


been a year of extremes; despite a 
slowing up in the last three months, 
it still ranks as one of our heaviest 
business years; at the same time it 
holds the record for the world’s 
heaviest stock deflation. 

Ordinarily, such a deflation as we 
have passed through would have re- 
sulted in utter panic and complete 
demoralization of business. Today 
no panic exists and business is in no 
sense demoralized. We are begin- 
ning to apply common sense to 
business. 

Level headed business men realize 
that business has been affected to 
some extent by the rapid deflation 
of stock securities, but they also 
realize that the actual falling off in 
business is relatively small; that, as 
a matter of fact, business had pro- 
gressed beyond normal, and that 
there was a _ tendency toward 
lessened volume before the stock 
crash occurred. They realize that 
the crash merely hurried matters, 
and therefore presages a quicker 
revival. ‘ 


Le financial crisis—as a crisis 
—is past. There are however, still 
some indications of a psychological 
crisis, due largely to exaggerated 
publicity—optimistic as well as 
pessimistic; a crisis not justified by 
the facts. 

What this country needs today is 
a calm, unbiased survey of facts, an 
intelligent application to business, 
and a long vacation for wild cat 
speculation. With such factors in 
evidence, conditions will take care 
of themselves. 

There has been no actual destruc- 
tion of real values. There has been 
a deflation of exaggerated values. 
As a result of a natural deflation, 
there has been some reduction in 
buying power, but that reduction is 
largely confined to the comparatively 
small percentage of our population 
who were speculating in stocks on 
a margin basis. 


THe 


FUTURE 


AS WE 
See It 


By LLEW S. SOULE 


On the other hand, we find the 
purchasing power of the farmers— 
considered in terms of commodities 
which farmers buy—is at the highest 
point since July, 1928. Meanwhile 
the total farm income for 1929 is 
fully equal to that of the preceding 
year. In other words, the great 
agricultural population of the 
United States will have as much 
money to spend in 1930 as it ever 
had, with a greater purchasing value. 

Wage earners in 1929 earned 
more money than ever before, and 
a nation wide industrial program 
presages at least a full rate of em- 
ployment for 1930. 

Class 1 railroads expect to spend 
over a billion and a half dollars for 
construction and maintenance in 
1930. Public Utilities expect to 
spend $1,400,000,000 for new con- 
struction, and over $400,000,000 for 
maintenance. 

The United States Government, 
in conjunction with individual states 
and municipalities, are preparing to 
embark on a campaign of public 
work which runs into billions. 

Our foreign commerce continues 
to show a steady upward trend. Our 
exports for the first nine months 
of 1929 reached a total of $3,844,- 
405,000—8 per cent greater than 


that of 1928. Exports of mer- 
chandise exceeded the imports by 
$484,158,000. The predominant 
feature of our foreign trade was 
the increased sales of American 
manufactured products, which now 
comprise more than half our ex- 
ports. 

Meanwhile “easier money” _ is 
spreading over the country, into 
small as well as large communities, 
ready to aid legitimate business ex- 
pansion. 

The hardware business as a whole, 
is in a fortunate position. There 
are no over stocks among either 
hardware wholesalers or retailers. 
The bulk of hardware merchandise 
is of the utility type, and people 
will use necessary items, as they 
always have used them. The pro- 
posed construction program featured 
by the Government, will ultimately 
use millions of dollars worth of 
hardware products. However, the 
projects under this program are 
still in the formative period, and it 
will be several months before they 
actually get under way. Meanwhile 
the hardware industry needs a hark- 
ing back to fundamentals ; a stricter 
adherence to definite, farsighted 
business policies; a whole hearted, 
united effort to abolish senseless 
profit destroying internal price wars, 
and a concerted drive to keep the 
hardware business in the regular 
hardware channels. 


‘Tue principle idea back of the 
Hoover Industrial Conference plan 
is one of confidence and hard work. 
So in hardware distribution, success 
in 1930 will depend largely on con- 
fidence, backed by constructive 
effort and efficient management. 
With these elements must also come 
a careful check-up of sales possi- 
bilities and overhead expense, 
coupled with the highest form of 
intelligent merchandising. 

There will be plenty of business 
in the coming year for those who 
earn it; those who do not will face 
the old, immutable law of diminish- 
ing returns. 





HOW INDIVIDUAL RETAILERS 


O you really want to stay in 
D business? No amount of hot 

air and shouting and arm 
waving will answer that question. No 
amount of mud slinging will keep 
you in business. Some of you have 
not made up your minds whether you 
really do want to stay in this busi- 
ness. But if you don’t decide pretty 
soon, you will be out of business in 
five years. 

If you do want to stay in business 
and will do the things you must do 
to stay in business, really do them, 
you can have a bigger, more profit- 
able business than you have now. 

There is no alternative. No amount 
of wishing or hoping will keep you 
in business. No amount of trying to 
enlist the populace of your com- 
munity in some “home-owned” cam- 
paign will keep you in business. It 
will be a boomerang; already is, in 
many places that started it. 


Ix answering this question, we are 
dealing with certain fundamental, 
right-down-to-the-bottom social, eco- 
nomic and psychological facts. There 
are powerful tides running in this 
country today, that you cannot stay 
with “hot air.” Are you going to 
buck the tide or let it carry you? If 
you have ever lived on the seashore 
and seen what tides can do, or if you 
have been along the Mississippi when 
it is on a rampage and have seen 
what it can do, you will do the sen- 
sible thing: Let the tide lift and carry 
you. 

There are certain laws which gov- 
ern merchandising, which, if you will 
apply them in your business, will en- 
able you to continue business and 
make money. If you violate those 
laws, you will go down and out. 

I am going to assume that you 
really want to stay in business, or 
you would not be here. But I wonder 
about the rest of the thousand mer- 
chants who are here for the week. I 
am told that this is the biggest at- 
tendance that has ever been in the 
St. Louis market in thirty years. Ap- 
parently these merchants are all in- 
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terested in this problem, but they are 
off on a sidetrack. 

Your big problem is not buying. 
You are giving entirely too much at- 
tention to buying. You have the mis- 
taken idea that the chain store’s suc- 
cess is based on buying. The sooner 
you get that out of your heads, the 
better it will be for you. The suc- 
cess of chains as of every other retail 
business is based on SELLING. 


Les me read you one sentence 
from a book that you should read. It is 
called “The New Way to Net Profits.” 
It deals with the whole realm of 
business, and in his chapter on “Dis- 
tribution” the author says: 


“The man who owns his own 
store and is his own master must 
go out of business, UNLESS he 
and his associates arouse them- 
selves and equip themselves to 
become intelligent and efficient 
elements of distribution.” 


Now, that is the cold-blooded judg- 
ment of a student of business with 
facilities for examining into the facts. 
Unless the retailer and his associates 
—the wholesalers, jobbers and manu- 
facturers—will get together and do 
a more efficient job of distribution, 
they will have to write “Finis.” 

A banker in Chicago, Mr. Hazel- 
wood, vice-president of the Union 
Trust Co.—banks are tremendously 
interested in retailers these days— 
says: 

“We are now in the morning 
hours of a new era of scientific 
merchandising. Its characteris- 
tics are these: Simplification, 
elimination of waste, more highly 
efficient personnel and a finer 
spirit of cooperation.” 


Say this is all hot air; say it is 
propaganda for chain stores; say it is 
written on behalf of the manufac- 
turer, if you want to, gentlemen— 
but the men who are making good 
profits all agree that those statements 
are right. 

A good deal has been said about 


54 


chain stores here this morning. The 
principal difficulty with the retail 
merchants and wholesalers of Amer- 
ica is that they are thinking too much 
about chain stores. There is abso- 
lutely nothing which so unnerves and 
incapacitates a man or a woman as 
fear. When you are afraid of some- 
thing, if it is an express train coming 
down the track and you are driving 
and fear it, you haven’t got enough 
control of your motor nerves to steer 
yourself clear of danger. That is 
what you are up against in your busi- 
ness. You have your eyes on the 
oncoming train that you call “chain.” 

I have been studying this question 
of chains and have made careful 
analyses of conditions and results, 
and it is my cold-blooded opinion—I 
have challenged it—that instead of 
being a menace the chain stores are 
the greatest blessing that ever came 
to your towns. 


I HIS is the reason: If you cash 
in on what you can learn from them, 
and on the advantages that they bring 


by pulling more people into your 
town, you can make more money than 
you can without them. They are 
spending millions of dollars to find 
out how to run stores. You never 
spent 5 cents. Just yesterday, I tried 
to get a trade association to spend 
$10,000 to get some much needed in- 
formation and they would not do it. 
It would mean millions to them, but 
they can’t see it. 

Everything the chains have learned 
is yours for the reading, but you 
won't read. You won't read your 
trade papers, you won't read bulletins 
and books. What do you read? Sport- 
ing pages, “Mutt and Jeff,” and things 
like that that don’t teach you any- 
thing about bigger profits. 

Not long ago, in turning over the 
pages of one of the leading financial 
journals of the country, I came across 
an article dealing with chain stores 
as investments. The heading on that 
article was “Not the Chains but the 
Change.” The thing you are up 
against is not grouping of stores, not 
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By F. J. NICHOLS* 


President, F. J. Nichols Co., 
Dayton, Ohio 


massing of capital. It is the revo- 
lution in American living. 

What are some of these changing 
conditions? I want you to consider 
the fundamental things which you can 
use, so I turn to one of America’s 
outstanding merchants. You all know 
Filene of Boston. Here is his cold- 
blooded judgment: 


“Merchandising is not a war be- 
tween independents and chains, 
but a war against waste. Retail- 
ers all over the country must 
reduce expenses, if they hope to 
survive.” 


2 ie chain store is one of many 
efforts to reduce expenses. The De- 
partment of Commerce, in Washing- 
ton, has been studying businesses and 
says: 
“The real issue may be defined 
as between inefficient and efficient 
operation, rather than between 
chain or ‘cash and carry’ and in- 
dependent service stores.” 
The Midcontinent Banker says: 
“Business is no longer a mere 
trade, in which anyone with little 
or no capital and with little or no 
business training can flounder to 
success. Business today requires 
men who recognize the value of 
sound credit practices, market 
analyses, budgeting, sales train- 
ing, accounting systems and sci- 
entific inventory control, research 
and management, all of which are 
vital to the economic health of the 
big concern and must be applied 
to the failing small business, if it 
is to stay in business.” 


One more—a competitor of many, if 
not all of you. You all knew Penney. 
Mr. Sams, president of the J. C. 
Penney Co., says: 


*From an address delivered before the A. R. A. 
Convention in St. Louis. 








“Tt is not a question of whether 
a merchant is an independent or 
a chain unit, it is solely a ques- 
tion of whether he is a good or a 
bad merchandiser.” 


Ik the chain organization they are 
up against the same problems you are 
up against. Their big problem is to 
find men and women with ability, who 
will work. If you knew how “wobbly” 
some of them are, because they can- 
not get the personnel, you would turn 
this into a thanksgiving service in- 
stead of what it is. 

Mr. Wolf, secretary of the Kauf- 
man Department Store, Pittsburgh, 
in an address this spring said: 


“Today, the battle is to the swift, 
for this is an age of speed; the 
battle is to the correct, for it is 
an age of precision; the battle is 
to the resourceful, for it is an 
age of promotion.” 


Have you got speed? Have you got 
accuracy? Have you got promotional 
ability in your business? Then you 
can steer your car away from a col- 
lision with the oncoming train. 

A conference where we were dis- 
cussing the independent merchant was 
summed up in these words. “The 
trouble is, the independent merchant 
Read as 


will, 


is too damn independent.” 
much into that word as you 
gentlemen. “He won't change. He 
will admit certain things will be good 
for his business, but he won't do 
them. He won't cooperate. Join a 
merchants’ association in his own 
town? No! Serve as an officer of 
it: serve on committees? No! Join 
his national trade association? No! 
He just won’t cooperate. He is in- 
dependent!” Well, stay that way if 
you want to, but it is absolutely 
against the tide. We are moving out 


oun 
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BUSINESS 






F. J. NICHOLS 


of the era of competition into the age 
of cooperation. 

Wholesalers, jobbers, manufactur- 
ers in every business, today, are just 
as concerned as you are about keep- 
ing you in they are 
powerless unless you will pull with 
them. You know the things that are 
available, things that you can get, 
things that will be put into your store, 
if you will say “O. K.,” but you are 
just too independent. I would like to 
suggest that you be less independent : 
that you save the time you are now 
spending “cussing” these potential 
friends of yours; that you think of 
such fundamentals of bigger earning 
power as the new facilities for edu- 
cating the whole country over-night, 
of style, of faster transportation fa- 
cilities, of the new intelligence on the 
part of Mrs. Citizen, who knows what 
she wants and is going to have it. 


business, but 


There is just one thing to do: Ad- 
just yourself to these changing con- 
ditions, apply these new, modern 
methods to your business. 


LD that and you can stay in busi- 


ness. Refuse to do it and sell out as 
quickly as you can, while you can get 
something for what is left. 

Paint is cheap. Use it generously, 
both inside and outside. Look at the 
awnings in front of your store when 
you go back. Look at your sign and 
see how rusty it is. Look at your 
electric sign, if you have one, and 
count the number of dead bulbs in 
it. 

Then, inside the store, what about 
rearranging? Do we need all the 
counters? Are the aisles wide enough? 
The stairs and elevators perfectly 

(Continued on page 85) 
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The Stanley Works Forms The 
Stanley Electric Tool Co. 


The Stanley Works, New Britain, Conn., 
recently announced the formation of The 
Stanley Electric Tool Co. as a subsidiary 
organization. This new company takes 
over the manufacture and distribution of 
the electrically operated hand tools devel- 
oped by The Stanley Rule & Level Plant, 
including electric drills, screw drivers, 
bench and aerial grinders, etc. 

Several outside companies have been 
purchased, and added to the new company, 
including The Unishear Co., New York, 
N. Y.; the Ajax Electric Hammer Corp., 
New York, N. Y. and The Crowe Safety 
Saw Co., Inc., Cincinnati, Ohio. 

The Unishear line comprises electrically 
operated shears for outside and inside cut- 
ting of sheet metal of any description. The 
Ajax line comprises electrically operated 
hammers for drilling concrete, brick, and 
stone, chiseling steel, chipping casting, etc. 
The Crowe line consists of a complete line 
of electrically and air operated portable 
saws. The Crowe “Safety Saw” is the 
only portable saw on the market approved 
by the Underwriters Laboratories. 

L. M. Knouse is president of The Stanley 
Electric Tool Co. Cedric Powers is vice- 
president in charge of production; H. W. 
Blackman is secretary; L. W. Young, 
treasurer and R. W. Chamberlain, sales 
manager. 

The Stanley Electric Tool Co. plans to 
establish sales and service stations in New 
York, Philadelphia, Cincinnati, Detroit and 
Chicago, as well as at the home office in 
New Britain. 

Except for the Pacific Coast and the 
South, the sale of Stanley electric tools, 
which has previously been conducted by 
The Stanley Rule & Level Plant, was taken 
over on Jan. 1 by The Stanley Electric 
Tool Co. with its own sales organization. 
This company is now offering as complete 
a line of electrically operated tools, as is 
made by any manufacturer in the world. 





Wagner Electric Corp. Moves 
Chicago Sales Office 


Wagner Electric Corp., 6400 Plymouth 
Avenue, St. Louis, Mo., announces the re- 
moval of its Chicago sales office and ser- 
vice station to 1935 Indiana Avenue, Chi- 
cago. 





Wool Marketing Agency 
Is Approved by Farm Board 


The Federal Farm Board on Dec. 17 gave 
final approval to the articles of incorpora- 
tion and by-laws of the National Wool 
Marketing Corp., a $1,000,000 central sales 
agency of wool and mohair cooperatives 
for the marketing of their products. 

The next step will be to file the articles 
of incorporation in Delaware, after which 
the corporation will begin operations with 
temporary headquarters in Washington, 
D. C. Next spring’s wool and mohair clips 
will be merchandised through the new 
agency, which is owned and controlled by 
sheep and goat raisers’ cooperative asso- 
ciations. 





The Farm Board’s approval of the Na- 
tional Wool Marketing Corporation’s set- 
up was taken following a conference with 
these representatives of the corporation. 





Ace Stores of Chicago Move to 
Larger Quarters 


Due to the rapid progress made by Ace 
Stores, Inc., the organization has outgrown 
its present quarters at 174 North Wacker 
Drive, Chicago, and after January 1, the 
general office and warehouse of the group 
will be located in new quarters at 355-361 
W. Ontario St. 

This expansion provides switch track 
facilities and sufficient room for the opera- 
tion of several times the number of hard- 
ware stores now in the organization, which 
is ten. Richard Hesse, president of the 
organization, recently assumed personal 
charge of affairs of the company 





Robert C. Moore Is Dead 


Robert C. Moore, for 23 years manager 
of the Barrows Lock Works of the Yale 
& Towne Mfg. Co., at Lockport, Ill., died 
in a Chicago hospital Monday morning, 
Dec. 16, after a lingering illness. 

Funeral services were held the following 
Thursday afternoon at the home in Lock- 
port. Besides his wife, he is survived by 
two sons and a daughter, William, Robert 
and Jean. 

Mr. Moore was born in London, Ont., 
54 years ago. Before taking charge of the 
Barrows plant in 1906, he had been for a 
number of years manager of the builders’ 
hardware department of the Stebbins Hard- 
ware Co., Chicago. To that position he 
had worked up from an earlier place as 
assistant in the same department. 

Well known in the hardware trade, Mr. 
Moore was regarded as one of the best 
builders’ hardware men in the industry. 





Vichek Tool Co. Salesmen Hold 
Convention in Cleveland 


Fifteen salesmen of the hardware and 
automotive divisions of The Vichek Tool 
Co. gathered at the company’s Cleveland 
plant from Dec. 17 to 21 for the annual 
sales conference of the division. 

The sales activities of the past year were 
reviewed and plans were made for 1930. 
A high point of the conference was the 
showing of new lines to be introduced 
during the year. 

On Wednesday evening, Dec. 18, the 
salesmen met in the Cleveland Athletic 
Club for the annual banquet of the sales 
organization. The toastmaster of the oc- 
casion was A. L. Martin, general sales 
manager of the company. He introduced 
as the first speaker F. J. Vichek, president 
of the company, who spoke on “Reflections 
on My Business Career.” 

The next speaker was F. S. Macoutek, 
secretary-treasurer, who discussed “Plug- 
ging the Leaks.” Charles J. Heale, man- 
aging editor of HARDWARE AGE, was then 
introduced and spoke briefly. He was fol- 
lowed by Edward C. Koster, vice-presi- 
dent of the company, and John S. King, 
president, King & Wiley Co., Inc., ad- 
vertising counselors of The Vichek Tool 
Co., who made timely addresses. 





Marathon Battery Co. Buys 
Bass-Houn Bait Company 


Marathon Battery Co., Wausau, Wis., 
has purchased the Bass-Houn Bait Co., 
Stevens Point, Wis. The acquisition was 
made by the battery manufacturing organ- 
ization in order to even up production 
schedules. It is understood that no change 





in personnel or policy will be made. 





Pharis Tire & Rubber Co., Newark, 
Ohio, is just finishing an expansion pro- 
gram approximating $350,000. This includes 
the erection of a new warehouse, capable 
of storing 100,000 tires; addition to the 
power plant; complete rebuilding of one 
factory building, and installation of con- 
siderable new manufacturing equipment. 
Included in this is a complete new molded 
tube department which is equipped with 
modern labor-saving equipment. 


Pharis Tire & Rubber Co. Completes Expansion Program 


The company now has production facili- 
ties for approximately 5300 tires and an 
equal number of molded tubes daily. In 
addition to the company’s lines of stand- 
ard and heavy-duty roadgripper and hold- 
tite tires, it is now ready to market a new 
Fairway line which is a competitive tire, 
and the new Pharis triple-service super 
30,000-mile ‘tire. 

Carl Pharis is the founder and general 





manager of this company. 
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Three Firms Form New Com- 
pany to Make and Market 
Radio Tubes 


Formation of a new subsidiary of Gen- 
eral Electric, Westinghouse and Radio 
Corporation to devote itself entirely to the 
manufacture and sale of radio vacuum 
tubes was announced Saturday by Gen. 
James C. Harbord of the Radio Corpora- 
tion, Gerard Swope of General Electric, 
and Walter Cary, president of the West- 
inghouse Lamp Co. The new company 
will be called the RCA Radiotron Co., Inc. 

“Beginning Jan. 1, 1930,” their joint 
announcement says, “the new company will 
carry on research activities, as well as 
the engineering, manufacturing, and sell- 
ing activities in connection with vacuum 
tubes for use in radio receiving sets in 
the home entertainment field, now sold by 
the Radio Corporation of America and 
manufactured by the General Electric and 
Westinghouse companies. 

“The new RCA Radiotron Co., Inc., will 
continue to receive full benefit in its field 
of the broad research facilities of the Gen- 
eral Electric and Westinghouse companies. 
The unification of vacuum tube develop- 
ment, manufacture and sale in the new 
company will undoubtedly enable it to fully 
and effertively meet the responsibility of 
leadership which rests upon the founders 
of the radio industry in America. It will 
mean greater flexibility of manufacturing 
and closer responsiveness to the changing 
needs of the public and of the merchan- 
dising situation. It will make possible added 
economy in merchandising and manufac- 
turing and will accelerate the commercial 
development of the great technical ad- 
vances assured by the closer cooperation of 
the companies. 

“The president of the RCA Radiotron 
Co. will be T. W. Frech, now a vice-presi- 
dent of the General Electric Co.” 


Bennett Needs Catalogs 


Fire recently badly damaged the hard- 
ware store of Geo. W. Bennett & Son, 
Montoursville, Pa. The firm is rebuilding 
and would appreciate receiving catalogs 
covering store equipment, store fronts, and 
general hardware merchandise. 





Keystone Will Distribute 
Wire and Nails on West Coast 


The Keystone Steel & Wire Company, 
Peoria, Ill., are making preparations at the 
present time to distribute a complete line 
of wire products, fence and nails from 
their own office and warehouse in Los An- 
geles. The new office will be officially 
opened for business on Jan. 4, and will be 
located in Room 204, W. M. Garland 
Building, 117 West Ninth Street, Los An- 
geles. 

It is the intention of the company to 
carry a complete line of sufficient size to 
serve the entire West Coast territory with 
fence, nails and wire products from Los 
Angeles stock and orders will also be so- 
licited for carload lots to be shipped di- 
rectly from the mill. 

Earle E. Brown of Oakland, Cal., who 
is the west coast manager for the com- 
pany, will have direct charge of the Pa- 





cific coast territory. Harold E. Lochridge, 
who is well known to the trade on the 
Pacific coast, will assume the managership 
of the new Los Angeles office. 





R. I. James Dead—Was Officer 
of Belknap Hardware Company 


Richard Irwin James, vice-president, 
Belknap Hardware Co., Louisville, Ky., 
passed away on Dec. 18 in a local hos- 
pital. His death followed an operation. 
He was 66 years of age. 








R. I. JAMES 











Mr. James was a native of Louisville. 
He worked for the Louisville & Nashville 
Railroad until 1884, when he became an 
office boy for the Belknap company. He 
worked through various departments, and 
prior to 1910 was carrying on the duties of 
assistant to the president. 

In 1910 Mr. James was elected secretary 
of the company, and six years later was 
elected a vice-president. 

Mr. James was active in civic affairs and 
was a leader in city and county Republican 
party activities. He is survived by a sis- 
ter and brother, son and daughter. 





John A. Townley Is Recovering 
from Serious Operation 


John A. Townley, son of the late John 
M. Townley, former vice-president and 
general manager of the Townley Metal & 
Hardware Co., Kansas City, Mo., is rapidly 
recovering from a serious attack of appen- 
dicitis. A successful operation was per- 
formed on Mr. Townley in a Philadelphia, 
Pa., hospital. 

Unfortunately, the information emanating 
from the hospital concerning the case was 
confused with that of someone else, and 
it was announced that Mr. Townley had 
died. 

A news items to that effect was sent to 
Harpware AGE from what seemed a re- 
liable source and appeared recently in our 
columns. 

While we sincerely regret the error, we 
are just as sincerely happy over the fact 
that Mr. Townley is still in the land of 
the living and able to join in the holiday 
celebrations with his family and friends. 





C. A. Dressel New President, 
Chicago Association 


At the annual meeting of the Chicago 
Retail Hardware Association held at the 
Hotel Sherman on the night of Dec. 13, 
the following officers and directors were 
chosen for 1930: 

Chas. A. Dressel, 1127 West Chicago 
Avenue, Oak Park, IIl., president; Wm. H. 
Hishon, 248 155th Street, Calumet City, 
Ill., vice-president; Bruno Poch, 3036 
South 52nd Street, Cicero, Ill., and L. W. 
Fisher, 6106 Norwood Park Avenue, new 
members of the board of governors for 
three years. ; 

Oscar Fisher, 3935 Irving Park Boule- 
vard, retiring president, automatically be- 
comes chairman of the board of governors. 
The former members of the board retain- 
ing office are: James Byrne, 3247 Mont- 
rose Avenue; I. B. Meyer, 3439 West Chi- 
cago Avenue; Richard Hesse, 5830 North 
Clark Street; Frank Kozelka, 3515 West 
26th Street. 

Insurance problems arising between the 
Chicago organization and the Illinois Re- 
tail Hardware Association were discussed 
at the meeting. It was decided that a fur- 
ther effort to overcome them would be 
made at a joint conference of the governing 
boards of the two bodies. Paul M. Mulli- 
ken, managing director, and L. D. Nish, 
chairman of the executive committee of the 
State association and manager of Hardware 
Underwriters, both of Elgin, Ill., attended 
the Chicago meeting. 

Secretary J. C. Amis of the Chicago Re- 
tail Hardware Association reported a mem- 
bership of 308 and an average attendance 
of 108 at the nine meetings held during 
1929. 


The Packard Electric Co. Will 
Broadcast Auto Show 


Once again The Packard Electric Co., 
manufacturer of automotive cable products 
in Warren, Ohio, plans to broadcast the 
New York Automobile Show. This broad- 
cast on a coast-to-coast hook-up of 48 sta- 
tions will be madé on Saturday, Jan. 4, the 
opening day of the show, from 5 p. m. to 
6 p. m. Eastern Standard time. 

Phillips Carlin, well-known announcer, 
will describe the exhibits of all cars dis- 
played in the Grand Central Palace, New 
York, N. Y. 

The Packard Electric Co. has prepared 
window hangers announcing and describing 
this broadcast. These hangers have been 
sent to the retail trade, which should bene- 
fit from this program. 


Morse Twist Drill Carrying 
Cobalt Steel Drills in Stock 


Morse Twist Drill & Machine Co., New 
Bedford, Mass., announces that it is now 
carrying in stock “Circle ‘C’ Drills,” made 
of cobalt steel. These drills are designed 
for high speed drilling, and it is said they 
can be speeded 25 per cent faster than 
ordinary drills. 
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John Stollberg Dies in Toledo; 
Was Charter Member N.H.A. 


John Stollberg, president of the Stoll- 
berg Hardware & Paint Company, Toledo, 
Ohio, died Dec. 19 at the home of his 
daughter in Toledo after a lingering ill- 
ness. Mr. Stollberg, who was 74, had re- 








JOHN STOLLBERG 











tired from active business, although he con- 
tinued to retain the presidency of the firm 
which he had founded. 

Mr. Stollberg was a charter member of 
the National Hardware Association, being 
present when the organization was formed 
in Cleveland on Dec. 13, 1894. He repre- 
sented the firm of Stollberg & Clapp of 
Toledo, according to the minutes of the 
meeting as recorded in the files of Harp- 
WARE AGE, dated Dec. 25, 1894. 

His business career began when he ac- 
cepted a position as clerk with Fordyce & 
Wheeler, and later he spent five years as 
a clerk for J. C. Weeber, where he learned 
much of the hardware business, which 
prompted him to open his own store on 
Cherry Street in 1880. The firm later be- 
came the Stollberg Hardware Company 
and later still the Stollberg Hardware & 
Paint Co. 











Mr. Stollberg was a civic leader and was 
affiliated with the organization which con- 
tributed to the development of the Ameri- 
can Can Co., the Ohio Glass Co. and the 
Goodsell Mfg. Co. 

He is survived by three daughters and 
a brother, Charles Stollberg of New York, 
who is vice-president of the American Can 
Co. William F. Stollberg, secretary-treas- 
urer of the hardware company which bears 
his name, is a cousin. 


Scoville Plans to Purchase 
A. Schrader’s Sons, Inc. 


According to recent newspaper reports 


| and subject to the approval of its stock- 


holders on Dec. 30, the Scoville Manu- 
facturing Co. of Waterbury will acquire 
all of the capital stock of A. Schrader’s 
Sons, Inc., of Brooklyn, N. Y. 

The sum involved in the contemplated 
purchase was not disclosed, but it is under- 
stood that the Scoville Manufacturing Co. 
purposes to issue $25,000,000 of 5% per 
cent debentures, of which, according to an 
official announcement, “a substantial por- 
tion” will be used to finance the acquisi- 
tion. 


Leading Rope Manufacturers 
Change Pricing Practice 


Announcements made recently by the 
Plymouth Cordage Co. and the Columbian 
Rope Co. inform the trade that the pric- 
ing practice of quoting rope prices for a 
two months’ period has been abolished by 
both companies. In the future and effec- 
tive on Jan. 1, 1930, the prices will become 
effective for a three months’ period, which 
will result in fewer price announcements 
throughout the year and should have a 
tendency to stabilize rope market condi- 
tions. 

The prices for the first three months of 
1930 will show a decline of 1 cent per 
pound on manila rope from the quotations 
which prevailed for November and Decem- 
ber, 1929. Prices on sisal rope remain 
unchanged on the new price-lists. 


R. W. Bennett Has Joined 
Trav-Ler Corporation 


Robert W. Bennett has joined the Trav- 
Ler Mfg. Corp., radio manufacturers, 1818 
Washington Avenue, St. Louis, Mo., as 
vice-president in charge of sales and ad- 
vertising. 

Mr. Bennett has been identified with the 








R. W. BENNETT 











radio industry since 1921. For the past 
two years he has been connected with the 
A. C. Dayton Co., Dayton, Ohio, as vice- 
president and general sales manager. 





Oldest Rich-Con Employee, 
Henry C. Ellison, Is Dead 


Henry C. Ellison, 75 years’ old, who was 
in charge of industrial business for the 
Richards & Conover Hardware Co., Kan- 
sas City, Mo., died Sunday, Dec. 22. 

Mr. Ellison was the oldest member of 
the firm in point of service, having started 
to work for the company in 1878. About 
four years ago he suffered a stroke and 
had been unable to work since. The fu- 
neral services were held at his home, 1834 
Norwood Ave., and burial was in Elm- 
wood cemetery. Mr. Ellison is survived 
| by his wife. 











New Line of Electric Hoists 

A complete line of electric hoists in sizes 
ranging from % to 7%4-ton capacity has 
been announced by the Hoist and Crane 





Division, Robbins & Myers, Inc., Spring- 
field, Ohio. 

Among the important features claimed 
for these new hoists are a cast steel trolley 








| which is adjustable to nine sizes of I 


beams, the use of Hyatt roller bearings, 
an aluminum finish throughout and a main 
frame of a special alloy having a great 
tensile strength. Full information can be 


obtained from the manufacturer. 


Instant Lighting Kampkooks 

Announcement is made by the American 
Gas Machine Co., Albert Lea, Minn., of a 
line of new model Kampkook stoves which 
light instantly at the turn of a valve and 
the touch of a match. No generating or 
pre-heating is required. 

These new Kampkooks light easily and 
stay lighted even in wind or rain. Three 
new instant lighting models are announced : 
Nos. 77, 88 and 99. Nos. 77 and 88 are 


| two burner models, the No. 88 having an 
attached oven. No. 99 is a new model 
three burner Kampkook. 

Aside from the addition of the new in- 





stant lighting feature, the design and con- 
struction of American Kampkooks remain 





unchanged. 
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The New Maydole Label 


Blue and gold, smaller in size and at- 
tractively designed, the new label now being 
used by The David Maydole Hammer Co., 
Norwich, N. Y. is most distinctive. 


ERS 


The name “Maydole Hammers” appears 
in gold letters on a deep blue background 
surrounded by a gold border, as shown in 
the accompanying illustration. The com- 
pany name appears in blue on a gold panel 
beneath and “World’s Standard since 1843” 
appears in blue on a gold panel above the 
blue background,—making a compact de- 
sign in strong, rich colors that has eye- 
arresting qualities and adds to the appear- 
ance of the hammers. 

The heads of Maydole Hammers are now 
sprayed with a coat of lacquer providing a 
moisture-proof finish that lasts indefinitely. 
The smooth, black unpolished parts of the 
hammer head contrast with the highly 
polished face, sides and claws and empha- 
size the good design and strong, sturdy 
construction. 


Long Handle Doo-Klip Shear 


Cutting cleanly and _ operating 
very easily, this new Doo-Klip 
grass shear with a 38-in. handle 
has been designed to eliminate all 
backaches, leg cramps, as well 
as arm and finger soreness. The 
user stands erect and operates 
the shear by a slight forward 
pressure of the body. 

Blades are made of car- 
bon steel and are operated 
by a curved and corrugated 
foot which will get traction 
on sod, brick, stone, etc. 
This foot actuates a link 
connected to a_pat- 
ented toggle action 
stud which is mounted 
through the blade. 
This foot is finished 
with aluminum 
enamel. Steel stamp- 




















ings are enameled green and blades finished 
in mottled blue. Handles made of second 
growth ash, finished with a waterproof 
varnish. 











This new Doo-Klip grass shear weighs 
134 lb. and is packed six to a carton. The 
Alliance Mfg. Co., Alliance, Ohio. 





No. 99 One Minute Washer 


This Model No. 99 washing machine 
made by The One Minute Mfg. Co., New- 
ton, Iowa, has a full porcelain tub both 
inside and out. It is also equipped with a 





stainproof agitator, having large wings that 
cleanse all clothes quickly and thoroughly. 
A very quiet gear assembly and new double 
balloon rolls on the wringer are also fea- 
tured in this product. 





Brown & Sharpe Depth Gauges 


The Brown & Sharpe Mfg. Co. of Provi- 
dence, R. I. has recently announced two 
new tools. 

Graduated Rod Depth Gauge No. 614 
measures the depth of large or small holes, 
and the depth from 0 to 3 in. can be read 
directly in 64ths from the graduations on 

















the body of the gauge. The wide base and 
slender rod make this tool convenient for 
use in measuring holes of either large or 
small diameter. The rod is graduated each 
in. for three in. First 54 in. of rod is 
1/16 in. diameter and remainder % in. 
diameter. 


Drill Point Gauge and Depth Gauge No. | 


617 is two tools in one. It can be used for 
checking the angles of drill points when 
grinding them and determines whether the 
point is central, or it may be used as a 
depth gauge for finding the depths of holes 
as small as 3/32 in. in diameter. The grad- 
uated bevels on the head are ground to 59 
deg. Six-in. rule is graduated in 32nds and 
64ths of an inch. A 6-in. rod, 5/64 in. in 
diameter, for use in small holes, can also 
be furnished. No. 617 has a range of 0 
to 5 in. It is also furnished in Metric 
Measure if desired. 





Bath, Kitchen and Step Stools 


Emil Steinhorst & Sons, Inc., Utica, 
N. Y., have appointed Wiebusch & Hilger, 
Ltd., 106-110 Lafayette St., New York, 
N. Y., as their selling representatives for 
the line of Utica bath, kitchen and step 
stools. 

The stools are made of high grade 
heavy gage steel, all joints electrically spot 


welded. The bath and kitchen stools have 


| cork tops. 



































The step stool illustrated may be used in 
the home, stores, factories or any place 
where a handy ladder is needed. The stool 
has wide comfortable steps, which are easy 
to mount and which are covered with rub- 
ber to make them extra safe. The steps 
fold easily and conveniently underneath the 
seat, making the stool small and compact 
so it may be placed out of the way under 
the sink or wherever convenient. When 
folded it can be used for any purpose for 
which a kitchen stool is useful. 


Luther Skate Sharpener No. 3406 

This skate sharpener has large skate- 
holding clamps which facilitate the sharp* 
ening of skates. A turn on the screw near 
the stones adjusts the work table for cen- 
ter changes. This is said to be quicker than 
changing the set screw adjustments on the 
clamps. 

Regular equipment does not include a 
motor. It can, however, be supplied with 
cord, plug, pulley and belt at a reasonable 
price. Extra brushes, buffs and polishing 
wheels are also available. Luther, Inc., 285 
S. Water St., Milwaukee, Wis. 
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WASHINGTON NEWS LETTER 


Confidence expressed in the outlook for business in 1930. Careful check-up 
to be made in executing programs.—Rules of Business Practice in selling 
directly to customer acted on by Federal Trade Commission. 


(Washington Bureau of HARDWARE AGE) 


The year 1930 makes its bow with 
confidence in business circles that it 
will be one of prosperity and evidences 
in this direction have been made visible 
by reports made in connection with the 
National Business Survey Conference 
held by the Chamber of Commerce of 
the United States at the request of 
President Hoover. This has been fur- 
ther supported by reports of business 
done during the holiday season. More- 
over, the plan of the Chamber of Com- 
merce in following up the conference 
by setting up an executive committee, 
announced about three weeks ago, and 
of the larger advisory committee of 
some 100 business men, made public 
last week, has indicated added reason 
for encouragement over the 1930 out- 
look. 

Secretary of Commerce R. P. Lamont, 
in a statement giving the outlook for 
the new year, said: 

“Broadly speaking, the business his- 
tory of 1929 recorded the continuation 
of a movement which has been substan- 
tially unbroken for an exceptionally 
long period. It is impossible, of course, 
to forecast what temporary ups and 
downs may occur. But the nature of 
the economic development of the United 
States is such that one may confident- 
ly predict, for the long run, a continu- 
ance of prosperity and progress.” 

Through the committees set up by 
the National Chamber of Commerce, a 
careful check-up will be made of the 
progress in executing programs re- 
ported for 1930. The advisory com- 
mittee will serve as points of contract 
between the executive committee and 
the trade associations. The second 
committee will transmit to the execu- 
tive committee periodical reports as to 
business conditions in the many lines 
of industry, and will follow up within 
the industries suggestions that may 
come from the executive committee. Its 
members were selected in cooperation 
with the trade associations, which were 
asked to suggest names for the com- 
mittee. 

The hardware industry will be repre- 
sented on the advisory committee by 
Arthur J. May, Washington, D. C., Na- 
tional Hardware Association; W. N. 
Neff, Abingdon, Va., National Retail 
Hardware Association, and J. E. Stone, 
New Britain, Conn., American Hard- 
ware Manufacturers Association. 

Chairman Julius Barnes of the Na- 
tional Business Survey Conference said 
that reports indicate that various in- 





By L. W. MOFFETT 


dustries are already taking steps to 
carry into effect the general purposes 
of maintaining economic stability form- 
ulated at the conference held at the 
National Chamber on Dec. 5. It was 
stated that chambers of commerce are 
looking especially to the furtherance of 
public building programs and the stim- 
ulation of repair, replacement and bet- 
terment work during the winter months. 
Mr. Barnes has communicated with 
commercial organizations and trade as- 
sociations concerning repairs and gen- 
eral betterment during the next few 
months. 

It was pointed out by Mr. Barnes 
that the conference had suggested that 
advantage be taken in the next two or 
three months for repairs, maintenance, 
clean-up, general betterments, improve- 
ments, reequipment and replacements 
prior to the spring period when the 
large public and private construction 
programs reported to the conference 
will be getting into full swing with 
consequent enlarged demand for labor 
and materials. It was stated that the 
Department of Commerce has set up a 
division of public construction, which 
is actively working to assist Federal, 
State and local authorities in develop- 
ment and coordination of their pro- 
grams, while the trade associations and 
chambers of commerce are also ¢o- 
operating in connection with both pub- 
lic and private major construction pro- 
grams. Mr. Barnes suggested that “it 
will be distinctly helpful if you could 
set up some way to estimate the vol- 
ume of the expenditures for repairs 
and betterments that will result for 
1930 as compared with 1929 and par- 
ticularly for the first three months of 
1930 compared, if possible, with the cor- 
responding period of the past year.” 

It is likely that for the purpose of 
checking progress and comparison to 
guide action which later may be help- 
ful, the National Chamber will in the 
near future suggest some method for 
these organizations to report progress 
at given intervals, perhaps monthly, for 
a short time. Mr. Barnes suggested 
that the advisory committee report 
briefly on the existing situation and 
outlook in their respective fields as the 
year closes so that information concern- 
ing business activities and the immedi- 
ate outlook may be available for con- 
sideration in determining further steps 


to be taken to carry out the purposes | 


of the conference. Request was made 
that these reports be placed into the 
mails by Dec. 28. 


| Rules of business practice pertain- 
ing to the selling of various commodi- 
ties directly to the consumer have been 
acted on by the Federal Trade Commis- 
sion following the holding of a trade 
practice conference under the auspices 
of the commission in Dayton, Ohio, in 
October. 

Twenty-nine rules appear in the list, 
11 having been designated Group I as 
applying to unfair methods of competi- 
tion, and 18 accepted in Group II as ex- 
pressions of the trade. 

Nineteen rules cover advertising prac- 
tices of direct selling companies. One 
purpose of the conference was to cor- 
rect misrepresentation by companies in 
seeking agents through advertisements, 
and to provide for elimination of mis- 
leading advertisements of goods. 

The conference was largely attended 
by representatives of companies selling 
a wide variety of goods, competitors 
with retail merchants. Unlike most 
conferences this one was not devoted to 
practices of a single industry, but ap- 
plied rather to many lines which have 
in common the method of distribution 
known as direct selling. - 

Rules adopted relate, among others, 
to such practices as advertising that a 
company is an owner of a mill mak- 
ing an article of commerce when such 
is not the fact, and inserting advertise- 
ment offering employment, but misrep- 
resenting salary or commission to be 
received by salespeople. 

Use of the word “free” where “not 
properly or fairly qualified or when the 
article is in fact not free” is declared to 
be an unfair method of competition. 
Other rules relate to refunds on sam- 
ples returned; responsibility of adver- 
tisers to consumers for representations 
made by salespeople, and for money ad- 
vanced to salespeople. 

* * * 


Manufacturers of pipe and radiator 
nipples have been authorized to hold a 
trade practice conference before the 
Commission. The meeting has not been 
scheduled as to time and place, but 
Commissioner Charles H. March has 
been designated to preside at the con- 
ference. It is likely that efforts will 
be made to submit rules of business 
practice similar to those adopted by 
the plumbing and heating industry at 
its conference in May. The plumbing 
and heating rules, as acted on by the 
Commission, apply to such practices as 
| inducing breach of contract, making 
| small deliveries at quantity prices, false 
| invoicing, and selling below cost. 
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GENERAL MARKET NEWS 








Inventory Lull Retards Current Hardware 
1929 Trade Generally Satisfactory 


New YorK, Dec. 31.—With the advent of the New Year, distribu- 
tors and retailers are busy with the formality of inventories and the 
current demand for hardware has, as usual, lessened perceptibly. 
Reports from the principal market centers indicate that the holiday 
volume exceeded expectations in most instances. 

Sales totals for the year were gratifying to the majority of whole- 
salers. Some jobbers have made substantial gains in the amount 
of business transacted during the year, while others disclose sales 
totals which compare favorably with 1928. Real winter weather 
throughout the country stimulated sales of snow tools and winter 


sports equipment to the highest level of recent years. 

Prices, in the main, are. steady and well maintained. Recent re- 
visions have largely been in the nature of minor readjustments and 
quotations continue to reflect stability. 

The credit situation is somewhat “spotty” in character. Collec- 
tions are normal in some sections and slow in others. However, the 
average is considered about normal and there is little cause for 


anxiety on this score at present. 





Bank Clearings Decline 
from Preceding Week’s Total 


Bank clearings in the United States for 
the week ended Dec. 19, as reported to 
Bradstreet’s Journal, aggregated $12,499,- 
379,000, as against $12,580,208,000 last week 
and $13,990,675,000 in this week last year. 
There is here shown a decrease of seven- 
tenths of 1 per cent from last week and 
of 10.7 per cent from the like week of 
1928. Canadian clearings aggregated $394,- 
703,000, against $340,606,000 last week and 
$379,489,000 in this week last year. 





Total of Business Failures Is 
Unchanged for Week Dec. 19 


Business failures for the week ended 
Dec. 19 number 440, as compared with 
440 last week, 413 in the like week of 
1928, 398 in 1927, 401 in 1926 and 307 
in 1925, according to Bradstreet’s. The 
Middle Atlantic States present 139 failures, 
the highest in the list, and an increase of 
14 over last week’s total. The North- 
western section of the country, although 
still occupying the lowest niche, shows 32 
failures, an increase of two over last week. 

The number of failures in the United 
States this week is 16 less than that of 
last week, a total of 498 being reported, 
accor’iug to R. G. Dun & Co. 

The present number, moreover, is only 
seven above the 491 defaults of a year ago. 
Except in the West, decreases appear this 
week, in comparison with last week’s re- 
turns, in each geographical division, while 
the South and the Pacific Coast report 





declines from last year’s figures, although 
the change in the latter section is slight. 
The number of insolvencies for more than 
$5,000 of liabilities in each case increased 
to 316 this week, from 285 last week and 
294 a year ago. 

With a total of 69, Canadian failures 
compare with 56 last week and 65 in this 
week of 1928. 





Freight Loadings Decline for 
Week Ended Dec. 14 


Loading of revenue freight for the week 
ended Dec. 14 totaled 923,240 cars, accord- 
ing to the car service division of the 
American Railway Association. This was 
a decrease of 13,585 cars below the pre- 
ceding week this year, and a reduction of 
40,428 cars under the corresponding week 
in 1928, but an increase of 54,490 cars 
above the corresponding week in 1927. 

Miscellaneous freight loading for the 
week of Dec. 14 totaled 319,721 cars, a 
decrease of 27,273 cars. 





92.8 Per Cent Was Week’s Price 
Average, Says Fisher 


Prof. Irving Fisher of Yale University 
announced on Dec. 22 that wholesale com- 
modity prices, based on Dun’s quotations 
for the week ended Dec. 21, averaged 92.8 
per cent, according to the Journal of Com- 
merce. 

The November average was 92.7 per 
cent. The purchasing power of the dollar 
was 107.8 on a 1926 basis of 100 cents. 
The November average was 107.9. 





Retail Trade Shows Gain 
Industrial Operations Recede 


Retail and holiday buying has tended to 
enlarge despite weather conditions, fogs, 
and rains in Eastern areas, with severe 
winter weather in Western centers, which 
curtailed fullest activities, says Brad- 
street’s. 

“Trade and industrial trends for the 
week are in keeping with precedent, which 
at this date usually call for a slowing down 
in wholesale trade, jobbing and industry, 
all three of which tend to reduce opera- 
tions. 

“There are, however, some variations 
within the industries which deserve notice. 
For one thing, while steel and allied lines, 
such as pig iron, coal and coke, have been 
bought in smaller quantities, there is per- 
ceptibly more activity noted in the manu- 
facture of the lower-priced kinds of auto- 
mobiles, the maker of one of these having 
increased output to 4500 daily. 

Even during periods when factors of an 
unusual character are not operative, a 
slackening of industrial activity before the 
year-end holidays is a familiar phase, R. G. 
Dun & Co.’s review states. 

“That condition is accentuated now by 
the influence of the late speculative break- 
down, yet it is reassuring that the recent 
gain in confidence, the better general feel- 
ing, is maintained. The improved senti- 
ment has a tangible basis in the various 
strong underlying forces, which the sur- 
face evidences of recession do not obscure, 
and their ultimate effect on actual busi- 
ness can scarcely fail to be constructive. 

“Prominent among the supporting ele- 
ments is the favorable inventory status in 
most, channels, and the bearing of relative- 
ly small stocks of goods on future demand 
is obviously significant. With the further 
reducing of supplies, there is an increasing 
belief that early purchasing for replenish- 
ment may be necessary in different in- 
stances, and this expectation prevails both 
in the great steel trade and in textile 
branches. The present caution in buying 
results in an accompanying restriction of 
outputs, but the curtailment is being ac- 
complished in an orderly way, and the 
easing of commodity prices remains grad- 
ual.” 


Bank Debits Show Increase for 


Week Ended Dec. 18 


Debits to individual accounts, as reported 
to the Federal Reserve Board by banks in 
leading cities for the week ended Dec. 18 
aggregated $17,085,000,000, or 4 per cent 
above the total reported for the preceding 
week and 15 per cent below the total re- 
ported for the corresponding week of last 
year. 
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HARDWARE AGE for JANUARY 2, 1930 
Inventories Receive Attention in New England— 
« “ —. - , * 
» Some Price Revisions Are Effective, Others in Offing 
(Boston office of HARDWARE AGE) ong 13 
. ‘ , , », bags, 12c. 
BosTON, Dec. 31.—With Christmas behind us shelf hardware job- 
MASONS’ TOOLS. 
tail dealers also are taking stock with a view to outlining their pur- per doz. net; 20-in., $27; 22-in.. $30; 
chases during the next two or three months. Jobbers during Jan- 24-in., $33; Hawks, 13 x is 3 x 3/32-in., 
uary, at least, will offer retailers odd lots of goods in order that ex- 3/32 in., $22; Hats, 5 x 12-in., $12. 
d minimum. It is said some real bar- ‘ 
cess stocks may be reduced to a t POULTRY SUPPLIES. 
ward to 1930 with optimism, but anticipate no more than a normal style E, No. it, $11. 3b; No. is. $19.25; 
° . . oO 25.737 No. 0 4, 
business during the first six months. 
$74.90. 

s 2 Brooders.—Oil burners, No. 274A, 
hose, lawn mowers, etc., spring household requirements, screens and | Se Sa tsb cain aapetss Fad: 
screen doors, and a long list of other merchandise that will be re- | No. 80, 350 chicken capacity, $13.20; 

Jobbers No, 101, bol —— capacity, Se oe’ 
* . No. 102, 10 i : ity, $22.05. 
several months ago endeavored to line up the retail trade on garden Coal burners, No. 117, 350° chicker 
tools and kindred things, but forward bookings were disappointing, capectty, 211-55; Ho. 158, Soo cutcren 
capacity, $18.55. Electric burners, No. 
: : li hich i orn f +4 =, oe pone ry Here = 
Ji, 0 chicken capacity, oO. 
manufacturers are issuing new price lists, which in a majority o oe Se ere ae 
far reported are of little significance The most important changes cen tne aan ele. 
= ee . % fi hic shipments, galvanized after weaving, 
and a revision in the Stanley Works line of strap hinges and similar 50 and 60 per cent discount. 
goods. Most of the Stanley line, except the A finish, is a little kane, SE4% por Gut.; th Ue te. cartons, 
: : < papers, $9.05; in 4 lb. papers, $10.80. 
reductions have been made in some sizs of automobile fan belts and Direct shipments, in car lots, $4.30 
furniture casters. 
Prunin Saws.—Disston, No. 40, 
RETAILERS, F.O.B. BOSTON. 16 in sero per doz. net, 18 in. $10.35, 
AUTOMOBILE ACCESSORIES. wheel, $5.50; No. 5, wood wheel, $6.25; | “te 20,20 in.,” * No. 3 
No. 5, steel wheel, $6. | in.) $11.90, 18 in., $12.30, 20 in., 
heavy, straight side, 30 x 31%, $5.60 i © . 8°35 a 
each, list; 31 x 4, $9.40; 32 x 4, | CARPET BEATERS. — : | ‘ 75. No. 11,14 in, tg 32, 
sent. a doz. net; bat wing, $1.80. ret am . 
w  Tiree-~Manafielé line ext duty a hee z 0 in $1448 aa ” in., 
list; straight side, 30 x , $9.85; 31 
x 4, $12.80; 32 x 4, Clothes Baskets.—Willow, No. 
a4 a doz. net; No. 3, $15; No. 


packages, 38c. Kenly Park, in 100 
bers are engaged in inventories, sales conferences, etc., and many re- 
Masons’ Tools.—Bags, 18-in., $24 
$20 per doz.; darbies, 3 = <5 = 
gains will be available. Both the jobbing and retail trade look for- ssnidlihines iia. ty: Webi ak eee 
¥si. 15; No. 3, $40.43; ’No. 4, $47; No. 
Interest for some time probably will center very largely in rubber 
200 chicken capacity, $12.25 each net; 
° ° ° No. 81, 500 chicken capacity, $15.05; 
quired by the retail dealer during the next few months. ‘ r 
350 chicken 
i 5 ‘ capacity, $15.05; No. 119, 1000 chicken 
consequently they will try once again to interest the buyer. Many 
cases, show a few minor important revisions, but the changes thus 93; 300 chicken capacity, $20.65. 
noted are a 1214 per cent advance in loaded shells and cartridges, and 10 per cent discount. Direct mill 
Staples. —- Galvanized, in 100 Ib. 
cheaper, but the A finished line, or bright bronze, is higher. Slight $7.30; in. 1 Ib. papers, $8.30; in % Ib. 
per cwt.; in less than car lots, $4.55. 
> TIN 
PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO | PRUNING SAWS. 
Tires.—Competitive, clincher, extra | No. 16, 14 in., $18. 35. ‘No. 25, i 
$10.10. Discount 12% and 10 per Carpet Beaters.—Wire, No. 13, $1.20 Atkins line, No. 3, 16 in. 
cord, clincher, 30 x 3%, $7.2 5 each, CLOTHES BASKETS. 
x 4, $12; 32 
$13.45; 32 x 4%, $17.30; ‘38 x 4%, 


| SCREENS AND SCREEN DOORS. 


241, 2.6 x 6.6, 
$17.69 a doz. net; 2.8 x 6.8, $18.50; 


$18; 34 x 414, $18.60; 33 x 5, $23.50. $17.50 
Discount 12% and 10 per cent. 
cord, 33 x 415, $23.70 each, list; 38x | CLOTHES LINES, ETC. ' | 210 x, 6.8, $19.97; 8 x 7, $20.88, No. 
o, $24.55; 30 x 5, $28.40; 34 x 5, Clothes Lines.—Braided cotton, 50 2.10 x 6.8, ‘$36. 15. 3 x 7, $27.75. °No. 
$3.60 a doz. net; twisted, $3.50; 2, 26 x 6.6, $22.25 


70; 35 x 5, $34.50; 10-ply, 32 x 6, ft., 
galvanized wire, No. 18, $4.80; No. 19, 
$4 


Screen Doors.—No. 


5; 36 x 6, $51.80; 38 x 7, $72.60; 
12-ply, 36 x 8, $94.85; 40 x 8, $101.80. 
Discount 30 per cent. 


Clothes Pins.—Claire box, $1.50 < 
Tires.—Mansfield line, balloon, 4.40- “ges = $1.50 a 


case of 2 doz. net; Moore spring, 60c. | r 54 : 6, $38.9 
a gross; Klose Klip, $2 a doz. pack- 


19, $7.80 each, list; '4.50-20, $8.85; 

f . 4 4 5 . 5. 25 25-20, 

duty, 

$16.35; 

7.30- 

30, $34. 50. Discount 12% aed "10 per 
cent. 

Tires. — Mansfield line, balloon, 
double service, 4.50-21, $17.45 each, 
list, 5.25-21, $25.45; 6.50-18, $33.75; 
6.50-20, $34.50; 6.50-21, $36.15. Dis- 
count 30 and 10 per cent. 

Tire Chains.—30 x 3%, $4.50 a pair, 
list; 31 x 4, $5.50; 32 x 4, $5.50; 33 x 
4, $5. 75; 32 x 4%, $6.25; 33 x 4%, 
$6.50; 34 x 41%, $6.75; 33 x 5, $7.50: 
34 x 5, $7.50; 35 x 5, $8. Balloon, 27 
x 4.40, $4.50; 29 x 4.40, $5; 31 x 
4.40, $5.50; 28 x 4.75, $5.25; 29 x 4.75, 
5.50; 30 x 4.75, $6; 29 x 4.95, $5.50; 


"bes to nine pair; discount 30 per 
cent; 10 to 49 pair in one shipment, 
35 per cent discount; 50 pair in one 
shipment, 40 per cent discount. 


BARROWS. 


Garden, standard, No. 4, wood 
wheel, $5.75 each net; No. 4, steel 





ages. 

Pulleys.—Superior, $4.25 a doz. pair 
net; Sargents, No. 160, $1.35 a doz., 
No. 161, $1.22; No. 166, $1.41; Stover, 
No. 201, 75c. a doz. 


CULTIVATORS. 


Cultivators.—No. AC43, three prong, 
$6.90 a doz. net; No. AC45, five prong, 
$9.85; No. AC83, 8-in. handle, $4.45. 


EGG CRATES. 


Egg Crates.—New model, metal, 
capacity 1% doz., 84c. each net; 2 
doz., $1; 3 doz., $1.17; 4 doz., $1.34; 
6 doz., $1.67. 

Accessories.—Replace sections of 6, 
9c. each net; address cards, 2c. each. 


GRASS SEED. 


Grass Seed.—Bowling Green, in 100 
Ib. bags, 20c. per Ib. net; in 10 Ib. 
packages, 21c.; in one lb. packages, 
25c. Woodlawn shady, in 100 Ib. 
bags, 23c. per Ib.; in 10 lb. packages, 
24c.; in one lb. packages, 28c. Green 
meadow, in 100 lb. bags, 33c. per lb. 
in 10 lb. packages, 34c.; in one Ib. 





$40.25; 10's 68, Oia be: 7a $43.44. 

Window Screens.—Competitive, No. 
2, $4.06 a doz. net; No. 3, 75. 
Hummer, No. 1533, $3. 94 a doz. net; 
No. 1833, $4.38; No. 2433, $5.13; No. 
2437, $5.44; No. 2837, $6.38: No. 1833G, 
338° No. 2433G, $5.25; No. 2437G 
00. 


| SHEARS. 


Pruning Shears.—No. 300, $4 per 
doz. net; ie 0, $4. 50; No. 10, $5; No. 
23, $6; No. 65, $7.50; No. 30, $8: No. 

5; No. 290, $22. 50; No. 240, $18. 
wheel, ’No. 8, 0 per doz. 

; No. 9, $23; No. 39, $9. 

Grass Shears.—Special, $2.50 per 
doz. net; No. 1, 5% in. blade, $2.75; 
No. 1360, 5% in. blade, $4; No. 1267E, 
5 in., $6. Disston, No. 1105, 7 in. 
blade, $11.75; Graham, shear patterns, 
No. 017, $6: No. 117, $7.50; Hy-Lo, 
30 in. handles, $14. 

Shears.—Lawn, No. 106, $2.50 each 
net; hedge, No. 100L, $1; No. 100, 
7 in., $1.30; 9 in., $1. 65; No. 101, ‘9 in., 
$1.75; border, No. 104, 9 in., $2.50; No. 
105, 9 in., $2.90; No. 2, 90c. Ladies’ 
or rose, $6 per doz. net. No. 117, $8. 
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TWIN CITIES: Prospects Are Good for New Year. 
@ Prices Remain Steady and Unchanged 


(Minneapolis office of HARDWARE AGE) 

MINNEAPOLIS, MINN., Dec. 31.—Although there has been a feeling 
of dissatisfaction in some localities with the amount of business for 
the last part of the year, the general impression seems to be that the 
year just past has shown a very satisfactory trade volume in all 
lines in the section of the Northwest covered by the Twin Cities. 
Even in the sections where there was some complaint as to trade 
volume for the early fall, the final few weeks of the year brought 
up the totals in a satisfactory manner. 

The outlook for the new year is very good in this section of the 
country. The stock market fluctuations have affected this section, 
perhaps, less than almost any other in the country, as this is truly 
an agricultural territory. While there was a slight deterrent in- 
fluence, the general tone of business has continued fairly steady. 

Prices have been steady during the past several weeks, and there 
will be no changes probably for another week or two, awaiting the 
completion of the annual inventory, and plans for the new year. 
Prices this week are the same as quoted last week. 

Collections have been keeping well up to the general average. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. TWIN CITIES. 


pails, 16-qt., $4.70; 18-qt., $5.50; 


AXES. t., | 
Single bit, base weight, unhan- standard tubs, No. 1, $7.15; No. 2, 

2 ¢ : 8.00; N 8 $9.35: avy, No. 
dled axes, $15 to $16.50; double bit, ie: he hele eee keen 
$20.00 to $21.50; single bit, handled, nae Pe ee eee ON Me 


$19.25; double bit, handled, $24.25; 
doz. net. 


GLASS AND PUTTY. 


Single and double strength A grade 


BOLTS. o = : = 
, = aks glass Minnesota prices, 83 per cent 
. os “ee . s, 6 > : 2 : Sas 
Carriage ay we agen gg om from lists; strictly pure putty, in 50- 
cent; stove bolts, (o per cent, lb. steel drums, $5.35 cwt., net. 


lag screws, 60 per cent from stand- 
ard lists. 


NAILS. 
BALE TIES. Standard wire, nails and cement 
Single loop, 9%4 x 14, $1.51; 9% x 15 coated wire nails, $3.00 per 100-Ib. 
. » V4 4 , +e , 72 “> rope aca 
$1.36; 9% x 14, $1.53 per bundle. i ac 
BRADS REGISTERS. 
“8 < -_ = so ati: a a Cast iron or wrought steel regis- 
Wire brads, in 25-Ib box, at (> per ers, 40-10 per cent from lists. 


cent from lists. 


PYREX OVENWARE. 


BUILDiNG PAPER. ae age 
2 = a al No. 623, casseroles, .00; No 43, 

oa gor a goo gory ae casseroles, $1.17; No. 634 casseroles, 
92.60, and ta aa Praia. ~ $1.31; No. 212 bread pans, 60c.; No. 


200 pie plates, 67c.; No. 209 pie plates, 
60c.; No. 231 utility dishes, 67c.; No. 


Y 
— - 24 tea pots, $2.00; No. 26 tea pots. 
Log chain, coppered, % X 14, $17.79; $2.33; No. 953 percolator tops, Te. 
5/6 x 14, $16.75; % x 14, $15.00; log each net. 
chain, self colored, 4 x 14, $16.25; 
5/16 x 14, $15.25; % x 14, $13.50; proof r 
coil chain, %4 in., $14.00; % in., $11.25; SANDPAPER. 
% in., $10.50; 5% in., $10.25 cwt., nef. Zest grade sandpaper, No. 1, 98c. 


per box of 75 sheets; second grade, 

COAL HODS. No. 1, 78c. per box of 75 sheets; gar- 
P "oS net, No. 1, $15.68 per ream, net. 

Coal hods, japanned, open, 17-in., 

$3.25; 18-in., $3.85; funnel, 17-in., 

$4.30; 18-in., $4.90; galvanized, open, SASH CORD AND WEIGHTS. 


7-i 70; -i 5.10; 21. % 
tH “i pg i” gs eee Sash cord, best grade, 65c. lb. base; 
Fic aN at mn és ne . second grade, 38c. lb.; third grade, 
27c. Ib. base, net, and cast iron sash 
FILES. weights, $1.95 cwt., net. 
First quality files, 50 per cent, and 
— brands, 60-10 per cent from SCREWS. 
q Wood screws, flat head bright, 50 
per cent; flat head japanned, 35 per 
GALVANIZED WARE. cent: round head blued, 46 per cent; 


flat head brass, 37% per cent; round 


Standard galvanized pails, 10-qt., A 
head brass, 32% per cent from lists. 


$2.70; 12-qt., $2.85; 14-qt., $4.70; stock 





| SKATES. 

Ice skates, Nestor Johnson North 
Star, aluminum, $6.75; nickel plated, 
$5.75; Union, No. 590 and 590L, $5.25; 
No. 595 and 595L, $5.25; No. 550, $6.00 
pair, net. 

No. 5, Union roller skates, $1.45; 
No. 6, $1.65; No. 4, $1.45; No. 1380, 
$1.80; No. 1380L, $2.00. . 

Winchester Boys’ No. W1B, $1.30; 
Girls’, No. W1G, $1.40. 

Chieftain, $1.45 per pair, net. 


SNOW SHOVELS. 
Snow shovels, steel blade, straight 
handle, $4.15; D handle, $4.65; gal- 
vanized steel blade, D handle, 15% x 
17-in., $10.00; same, 16 x 21-in., $10.65 
doz., net. 


SOLDER. 
Warranted half and half solder 
28% c. lb., and strictly half and half 
solder, 29%4c. Ib., in 100-lb. boxes, net. 


STEEL SHEETS. 
Galvanized steel sheets, 24-ga. 
ase), $5.00; black steel sheets, 24- 
ga. (base), $4.15: Armco galvanized 
steel sheets, 24-ga.,. (base), $6.45 ewt 
net. ‘ 





} 


| STEEL TRAPS. 

Victor steel traps, No. 0, $1.10: No. 
i, $1.38; No. 11%, $2.44; No. 2, $3.36: 
Oneida jump traps, No. 0, $1.59; No. 
1, $1.83; No. 1%, $2.81 doz., net. 





TIN. 
Furnace coke tin, ICL, 20 x 28. 
$14.30 box, and roofing tin, 20 x 28, 
8 Ib., coating, IC, $14.75 box, net. 


| DAMPERS. 
| Crystallized stove boards, 28 x 28, 
916.65; 30 x 30, $19.35: 36 x 36, $27.00 
doz., net. q 
Stove pipe, uniform blued, 28-ga., 
knocked down, 6-in., $12.00 per 100 
lengths, elbows 6-in., common iron, 
corrugated, $1.35; adjustable, char- 
coal iron, $2.00; dampers, cast fron, 
wood handle,* 6-in., $1.15; wire han- 
dle, $1.15 doz., net. 


WINDOW VENTILATORS. 

Window ventilators, Continental, 
No. 837, $2.80; No. 1137, $3.45; No. 
1145, $4.40; No. 1437, $5.00; De-Flekt- 
Air, No. 63, $2.50; No. 87, $3.00; No. 
88, $4.70; No. 117, $4.35; Diamond E. 
No. 01B, $3.60; No. 01, $4.40; No. 2, 
$4.80; No. 03, $5.60; No. 1B, $4.40; 
No. 1, $5.20; No. 2, $5.60; No. 3, $6.40; 
No. 3L, $7.20; No. 4, $7.60; No. 
$8.40 doz., net. Wurldbest, No. 
$1.75: No. 3, $2.00; No. 4, $2.50; No. 
5A, $3.00: No. 6A, $4.00; No. 6B, 
$5.50; No. 6C, $5.00 each list ,with 
dealers’ discount of 3314 per cent. 


a, 
9 


WIRE. 

Galvanized barbed cattle wire, $2.97 
per 80-rod spool; galvanized barbed 
hog wire, $3.18 per 80-rod spool; No. 
9, (base), smooth, galvanized wire, 
$3.45 cwt., and No. 9, smooth, black 
wire. $3.00. 





STOVE PIPE, ELBOWS, AND 
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Holiday Trade Made High Record — 

. > ; 4 

> Prices in General Remain Steady 

(Chicago office of HARDWARBP AGE) $1.30; * $1. Ray ey te of 5, 
‘ ; moO. TF eac. acKkages 0 
CHICAGO, Dec. 31.—This wholesale hardware market reports the 0, #2. 80; No. 712, $2. 06, each; packages 
best holiday season in its history. Juvenile goods especially have ages of 5, $2.97; ND ass, ‘Layerbilt 
developed big volume. With several successive snowfalls over a battery, jose than standard packages, 
large part of the territory, winter merchandise has been moving in | **g3u%" 7° ,685P-ux-o01a, t50.; UX- 


rapid-fire fashion. Snow-shovel stocks are already short. Skis, 17, Ste oo Gy *; 5, UGTA, 


-305 


toboggans, sleds and skates have been going out in such volume as $2.10 each; UX-224, $2.40 each. 


‘ ° ° * FLINT PAPER. 
to deplete the supplies both at the jobbing houses and the factories. hg) go 


All records of skate shipments and orders have been broken. Last- $5.15 per ream; No, leflint paper, 
> ° ° : " 8% x 10% sheets, $4.05 per ream; 
minute holiday volume on the higher grades of electrical appliances No. 1 emery cloth, $20.95 ber ream: 
showed a marked improvement; previously it had been rather light. T_T ’ 


Prices in general remain steady. Ammunition took a recent advance | FOOTBALL AND BASKETBALL 
that fully restores the figures in effect before the 10 per cent drop SUPPLIES. 


x e ° > Goldsmith official seamless water- 
that came éarlier in the year. Rumors of an advance on wire cloth proof footballs, $9.35 each; Confer- 
‘ " ra m > > ence footballs, $8.00 each; Scholastic 

are circulating. A slight readjustment has been effected in the flint footballs, $5.35 each; i, Amateur foot- 
paper market; this commodity in 9,x,11 sheets has advanced some- | ganing Gawhide $7.75 nor dean Spe 
: . e 5 P vial k ; : iS 

what and declined slightly in 834 x 1014 sheets; abrasive cloths have | @i3i,,.paskethalls, $14.95 | ner doz; 


also declined a bit. Credits, especially in the country districts, are less with rubber valve, $14.00 each. 
steady. Collections are slightly better than at this time last year | FURNACE SCOOPS. 


and outstandings are slightly less. Cash receipts at the wholesale D-handle competitive grade, $5.50 
per doz.; good grade, hollow-back, 


houses remain a narrow, but comfortable lead, over current sales. $9.00 to $10.00 per doz. 
PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO | HAMMERS AND HATCHETS. 
RETAILERS, F.O.B. CHICAGO. tall Gontuaen, WF diet ae ee 


chinists’ hammers, first quality, $9.20 
AUTOMOBILE ACCESSORIES. leather padded _ wrist, hardware doz.; competitive Pr i 16 oz. nail 
Spark Plugs.—Splitdorf for Fords, _— curled hair, 8 oz., $4.30 per hammers, 6 3 $8 doz. ; enn 
50c. each; r 1 q h; Ch . atchets. — irst quality atchets, 
pion X, abc. each: “Ghamplon  Blue- Single-end striking bags, selected No. 2 shingling, $12.50 doz.; first 
Box line, 53c. each; A. C. 53c. cac tan calfskin, $6.65 each; double-end, quality hatchets, No. 2 broad, $16.40 
lots of 100, 50c. A. C. Special aay olive leather, $4.00 each. doz.; medium quality hatchets, No. 2 
36c. each. shingling, $8 doz.; medium quality 
Spot Lights. — Appleton, No. 3280, BUILDERS’ HARDWARE. hatchets, No. 2 broad, $12.50. 
$6.50 éach. 3% x 3% steel butts, old copper or 
Chains.—Nonskid, dozen pair lots, dull brass finish, $2.16 per doz. pair a HICKORY. 
35 per cent discount. age gene Lag gree soe ge 4 ‘ No. 1. Ne handles, $4. 00 per 
— j y 2 Ste wy oz.; N ; per doz.; nest 
—_ ee ean copper or dull brass finish, $3.00 per selection second-growth white hickory 
, . doz. pair in case lots; less than case handles, $6.50 per doz.; special white 
Pumps.— Rose 1% in., cylinder, lots, $3.12 per doz. pair. Heavy steel, ond-4 h hick 5 00 doz." 
; second-growth hickory, $5.00 per doz.; 
$1.85 each. bevel, inside sets, $6.00 per doz. sets No. 1 hatchet and hammer handles, 
Tires and Tubes.—Mansfield tires, in’ case lots. Steel, bit-keyed front 90c. per doz.; second-growth hickory 
30 x 3%, Liberty cord, $4.85; Mans- door sets, $1.55 per set. Wrought hatchet and hammer handles, $1.75 
field heavy duty oversize, $6.50; Lib- brass, bit-keyed front door sets, $2.60 per doz. 
erty, 32 x 4, $9.50; Mansfield heavy Mp _ front door sets, 
duty, 32 x 4, - 50; Mansfield double : per set. ' 
service, 29 x 4.50, $13.25; 32 x ICE SKATES. 
$27.60. Tubes, 30 x 3%, Mansfield, CHAIN Union hardware skates, No. 1624, 
$1.30 each; 29 x 4.40, Mansfield, $1.5 = i . ‘ $11.00 Tbe. per pair; No. 52414, $1.15 per 
each; 30 x 3%, Liberty, $1.05 ek: %-in. proof coil chain, $11. 2 pair; No. 624, $1.00 per pair. Chil- 
20 x’ 4.40, Liberty, $1.29 each; 32 x base; trade-marked coil chains, 40- dren’s extension bob skates, 35c. per 
6.50, $2.70 each. per cent list. pair; Nestor Johnson Flyer skates, 


Less 10 per cent on casings and $5.25 per pair. 
12% per cent on tubes. COAL HODS. 
Anti-Freeze Solutions. — Prestone Galvanized, 16 in., open $4 doz.; NAILS, WIRE AND STAPLES. 
$3.80 per gal., in less than full case 17 in., $4.30 doz.; 15 a x doz. ; L.c.l. quantities, common wire and 
lots; in full case lots, $3.60 per gal. Japanned, open, -» ~ $2.95 os cement coated nails, $2.95 base, car 
15 os. eg Pca aang $3.65 oo: loads on application; steel cut nails, 
BICYCLES. zalvanized. fun 7 ° $4 base. 
, 18 in., $5.80 doz.; Japanned, funnel, No. 9 black annealed wire, $3.30 
Double Bar Motor- Bike Model, 17 in., $4.10 doz aad N 1 i a jai 
$26.26; ladies’ model, $25.90; girls’ jpacan ; wire owe 5 iy an. tate 
and boys’ juvenile model, $22.60. COPPER RIVETS AND BURRS. spools, galvanized cattle or hog wire, 
Copper rivets and burrs, 30-10 per 3.85 per cwt.; polished fence staples, 
BOLTS AND NUTS. cent off list. i $3.65 per cwt. 
Large carriage bolts, cut thread. : 
60 per cent discount; small carriage | ELECTRICAL GOODS AND RADIO | PAINTS-AND OILS. 
s, cu reac er cen s- 7 ; ; ae 
count; small Marriage” bolts, rolled EQUIPMENT. ae 4 fn a 3137 
ine oe = cent discount; Electrical es no seks per oa > s, . 
arge machine bolts, to thread. 60 rubber covered wire, $6.50 per : 2 : ate 
per cent discount; small machine ft.; in less than 100 ft. lots, $6.75; ote nae oa Tce ee $1.36 
ato cut ae A. . cent _. No. 18 lamp cords, $11.25 per "— at cg. g 
count: sma machine ts, rolle in 1000 ft lots, $10.50; %-in. brus con 
thread, 60-10 per cent discount; all brass key sockets, 13c. each: lots of Denatured 1 a co _— 
stove bolts, 75-10 per cent discount: 25, 12%c. each; two-way (Hemco) +9 per ae ot steel drums, extra, 
lag screws, 60 per cent discount. All plugs, 30c. each; in lots of 10, 20c. $10; returnable. 
discounts are from “full case” lists. each: two-piece attachment plugs, Be. Turpentine. — Drum lots, 69c. per 
each; dry cells, boxes of 55, 32%c. grog nabs th. seme tes 
BOXING GLOVES AND STRIKING. |  ©2¢h: less than’ case lots, 36c. each. per cwt.; 60 1b. kegs, $14.50 per 


Electrical Appliances. — Irons, 
BAGS. Salat. $4.20: lots of six, $3.90: ewt.; 25 Ib. kegs, $14.50 per cwt.; 
Juvenile boxing gloves, laced wrist. Sunbeam, $5: in lots of six, $4.75; 12% Ib. kegs, $14.75 per cwt. 

$1.65 per set; youths’ leather padded Percolator, Universal 9169, $16.65. Shellac (4 Ib. cuts).—White, $2.48 

grip, laced wrist, $2.85 per set; men’s Radio Supplies.—Radio B batteries, per gal. in barrel lots; orange, $2.08 
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WHAT I'M LOOKING FOR IT WOULDN'T DO 
IS A HOUSE THAT WILL SELL) yo. A BIT OF GOOD 
ME MERCHANDISE 50 UNLESS YOU ADOPTED 
CHEAP THAT I WILL BE DIFFERENT SELLING 
ABLE TO UNDERSELL METHODS. DISPLAY 










DISPLAY! DISPLAY! 












AND ILL SHOW 
You ! 









































ALL RIGHT— TM 


THAT'S ALL YOU FELLOWS} GOING To GIVE 


KNOW. GIVE ME PRicE / YOU A TEST 
THAT WILL 


PROVE MY 
























CUSTOMERS ANY 
MoRE THAN You 
HAVE BEEN. 

KNIVES MusT BE 
PRICED ON BLADES 
AND BLADES 
CLOSED LIKE 
You HAVE 











PROMINENTLY 
DISPLAYED 





















THE CHAIN AND MAIL iS WHAT YoU enane 
ORDETe NEED. 
HOUSES. A=F] ) 
ee _ = 
' Sle el m 
VA ) , 
G fy, — 6 — ¢ RK 
b= AQ » 
Ts] FS) eu G \ 
oS | 
3 om 
5 EX Da 
i S = 
eh 
NOW FoR THE NEXT TWO WEEKS UNTIL I COME AGAIN THEN FOR THE NEXT TWO 
I WANT YOU To SELL ANY KNIFE IN YouR CASE WEEKS I WILL LEAVE THIS 
FoR 50¢ AND. I WILL MAKE UP THE DIFFERENCE Remington DISPLAY CASE No. 236 
BETWEEN THE SO¢ AND YOUR REGULAR SELLING PRICE, <n ke a e ‘aunts 
BUT YOU MUST AGREE Nor To CHANGE Your DISPLAY weer ou. EVERY \MNIFE 
IN ANY WAY AND NOT SUGGEST KNIWES To Your 2? AND PRICE 




























‘AND I'LL LAY You A NICE 
LITTLE BET THAT YOD WILL SELL 
MORE KNIVES FROM THIS DISPLAY 
CASE THAN YOU WILL FROM 
Youre SHOWCASE IN THE 
SAME AMOUNT 









Where 














NOTHING DoiInG! No BET! 
I CAN SEE RIGHT FROM HERE 
THAT YOU WOULD WIN. THAT 
DISPLAY CASE 1S JUST WHAT 
I NEED To PEP UP MY 


KNIFE SALES 








ie, | 
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per gal. in barrel lots; second grade per pair; No. 3838 (girls’), $1.45 per 

white, $2.17; second grade orange, pair. 

English Venetian Red.—In aarsehs, SAWS. 
54c. per Ib.; in 100-Ib. lots, 6% Circular cord wood, 20-in., $1.90 to 
per lb. $2.50; 22-in., $2.25 to $3. 00; 24-in., 
Dry Paste.—Barrel lots, 7%c. per $2.50; 22-in., $2.25 to $3.00; 24-in., 
b. $2.60 to $3.50; 26-in., $3.00 to $4.00; 
28-in., $3.50 to $4.50; 30-in., $4.00 to 

y a 7 $5.00. 
POULTRY NETTING. Crosscut, 5 ft., narrow, champion 
Galvanized before, 63% per cent off tooth, $1.55 each; 5% ft. wide, cham- 
list; galvanized after, 60 per cent off. pion tooth, $2.10 each; 5% ft. wide, 


lance tooth, $4.35 each; 4 ft., one- 
man, champion tooth, $2.45 each. 


PYREX WARE. 





Round casseroles, 1 qt., $12 per SKIS. 
doz.; 1% qt., $14 per doz.; 2 qt., $16 ~ 
per doz.; Oval casseroles, same 5-ft., ft. Wy ar oom ping. ee tO: 
prices as round; 8-in. pie plates, $6 6-ft.. mahogany finish magnoiia, $1.50 
per doz.; 9-in. pie plates, $7.20 per per pair; 7-ft., $1.90. 6-ft., ash, $2.35 
doz.; small utility dishes, $8 per per pair 7-ft., $3.30 ses 
doz.; large utility dishes, $14 per . * — 
doz. - 

SLEDGES AND WEDGES. 
c Bight-lb. striking or blacksmiths’ 
ROLLER SKATES. ? sledges, $1.05 each; 5 lb. common 

Union line, No. 3, 76c. per pair; wood choppers’ wedge, 86c. each. 
Nos. 4 and 5, $1.35 per pair; No. 6, 
$1.45 per pair. 

Chicago line, No. 101, $1.30 per SOLDER AND BABBITT METAL. 
pair; Nos. 103 and 105, $1.40 per Warranted 50-50 solder, $29.00 per 
pair; No. 181, $2.65 per pair; Nos. ewt.; medium, 45-55 solder, $28.00 
183 and 185, $2.75 per pair. Win- per ewt.; tinners’ 40-60 solder, $27.00 
chester line, No. 3831 (boys), $1.35 per cwt.; high speed babbitt metal, 





$20.00 per cwt.; Standard No. 4 bab- 
bitt metal, $12.00 per cwt. 


STEEL SHEETS, FLAT OR CORRU- 


GATED. 

24-gage, galvanized sheets, $4.90 
per 100 Ib.; 24-gage black sheets, 
$4.05 per 100 lb. 


rOBOGGANS. 
Six-ft. toboggans, $4.25; 8-ft., $5.70. 


TOYS. 

Electric trains, from $4.15 to $30.00 
per set; Structor trucks, $8.00 per 
doz.; Erector sets, No. 1, 67c. each; 
No. 2, $3.38 each; Spirit of Saint 
Louis construction sets, $8.00 per 
doz.; Lincoln Logs, 65c. per set; 
double sets, $1.35 each. 


WIRE CLOTH. | 
Black, 12-mesh, $1.60; galvanized, 
14-mesh, $2.00; galvanized, 16-mesh, 
$2.30. 


WRENCHES. 

Agricultural wrenches, 60-10-5 per 
cent off list; engineers’ wrenches, 50- 
10-5 per cent off; knife-handled 
wrenches, 40-10-5 per cent off. 





Current Business Is Reported Good — 


AT LANTA: No Recent Price Changes Were Made 


(Atlanta office of HARDWARE ACF) 

ATLANTA, GA., Dec. 31.—Business with local hardware jobbers is 
reported as being good at this time. With the holiday rush season 
now over, local jobbers are preparing and looking forward to a good 
spring business and have their stocks well filled with seasonable 
lines for the coming spring. They anticipate an exceptionally good 
spring business on agricultural items such as forks, rakes, post 
hole diggers, and kindred items. 

Prices remain firm on the items listed below, no change being re- 
ported during the past two weeks. 

Collections continue to be only fair in this section. 

PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.O.B. ATLANTA. : 


ALUMINUM WARE. | Double bit with No. 1 handles, $23.90 
1 pint dippers with blackwood han- per dozen. 


dies, $1.50 per doz.; 1 pint dippers, | BACK BANDS. 








with aluminum handles, $2.00 per re 
doz.; Cake turners, 60c. per doz.; No. 79 Shop hook back band 5 in., 
Syrup pitchers, $4.50 per doz.; 5 qt. $3.50 per doz. ; No. 122 Shop hook 
tea kettles, $9.00 per doz.; 6% at. tea back band 5 in., $3.50 per doz. No. 
kettles, $11.00 per doz.; 2 qt. double R19 Back band with boss hook, $3.00 
boilers, $6.00 per doz.; 4 qt. convex per doz.; No. B 5 back band less 
kettles, $6.00 per doz.; 6 qt. convex hooks $1.75 per doz.; Humane back 
kettles, $7.50 per doz.; 8 qt. convex band, $4.50 per doz.; No. 24 Humane 
kettles, $8.50 per doz.; 10 qt. convex back band, $6.00 per doz. : 
kettles, $10.50 per doz.; 2 qt. convex Back Band Webbing.—No. 0, 4 in., 
sauce pans, $3.50 per doz.; 3 qt., $4.50; $5.25 per 100 ft.; No. 0, 5 in., $6.50 per 
4 qt., $6.00; 4 qt., water pitchers. 100 ft.; No. 1, 4 in., $3.50 per 100 ft.; 
$6.50 per doz.; 10 qt. dish pans, $7.00 No. 1, 5 in., $4.25 per 100 ft. 
per doz.; 14 qt. dish pans, $9.00 per - 
doz. BOLTS AND NUTS. 
Cut thread carriage and machine 
AIR RIFLES. bolts, 60 per —_ “ool rolled thread, 

. 60-10 per cent off; lag screws, 60 per 
12 Siete oe Cel A gra re Der cent off; hot and cold pressed_nuts, 
doz.; No. 3, $24.00 per doz.: No. 25, 50-10 - cent off; stove bolts, 75 per 
$40.00 per doz, ; No. 30, $20. 00 per doz. cent 0 

zittle isy pop guns, $3.20 per 
doz.; No. 14 pop guns, $6.00 per Fa CLOCKS. 

Air Rifle Shot.—2%-oz. lead shot, Big Ben, plain, $2.29 each; De 
3.50 per 100 tubes; 4-oz., $4.50 per Luxe, plain, $2.64 each; De Luxe, 
100 tubes; 2%-oz. steel shot, $3.00 per luminous, $3.52 each; Ben Hur, plain, 
100 tubes. $1.76 each; Ben Hur, luminous, $2.46 

each; ern $1.05 each; Monitor, 
75¢e. each. 
AXES. All above in colors at same price. 

Single bit, base weight, unhandled, Pocket Ben plain watches $1.05 
$14.65 to $16.00 per dozen. Double bit, each. 
$19.65 to $20.50 per dozen. Single bit Pocket Ben luminous watches $1.58 
with No. 1 handles, $18.90 per dozen. each. 
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COAL HODS. 

No. 16 galvanized hods, $4.00 per 
doz.; No. 17 galvanized hods, $4.50 per 
doz.; No. 18 galvanized hods, $5.00 
per doz.; No. 15 Jap hods, $3.00 per 
doz.; No. 16 Jap hods, $3.25 per doz.; 
No. 17 Jap hods, $3.50 per doz.; No. 
18 Jap hods, $4.00 per doz. 

Coal Tongs.—No. 45, $3.00 per doz.; 
No. 25, $4.00 per doz.; No. 214, $3.50 


per doz. 
COTTON COLLARS. 
Per Doz 
TSR MIOR AIRES 6 0.66 F800 8506s $10.00 
Lankford Jr. collars ........... 8.50 
Se 13.00 
oS er ee 6.50 


COTTON ROPE. 


Prices 26c. to 32c. per pound. 


ENGLISH POTS. 


ce MES ee eee OIE eee ee $2.20 

| Seater eee eres rere 2.80 

RN sc ns to weal ew a edge eS neNe 3.50 

SNA ~Gcinre hr. 60 pews ens SPE eeeeeke 4.10 

BME Sic Wes ines ies eee mie we 5.00 

BO UMRMEE i kbce sts niSontawkSascaess 5.90 
FILES. 


Simonds files, list, less 50 per cent. 
Black Diamond, list, less 50 per cent. 
Great Western, list, less 60 per cent. 
Royal, list, less 70 per cent. 


FIRE POKERS. 
No. 10, 4% x 20, 85c. per doz.; No. 
10, % x 26, $2.00 per doz. 


FORKS. 


4 tine manure forks 
5 tine manure forks 
6 tine manure forks 
10 tine seed forks ..... oy 
12 CME BOC TOTES: ..0.0sscecsec 


FURNACE SCOOPS. 
D handle, competitive grade, $6.00 
per doz. Good grade, $8.00 to $12.00 
per doz. 


GALVANIZED WARE. 
No. A tubs, $4.00 per doz.; No. 0, 
$5.20 per doz.; No. 2, $7.20 per doz.: 
No. 3, $8.40 per doz. 
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SORTING, WRAPPING— 
Should Be Done On a 





Pat’d and Pats. Pending 


OH ALLOWELL’’ STEEL Taste 


If you do any Sorting, Inspecting, Wrapping, Packing, be 
sure to look at the picture and get an eye-full of that one-piece 
top of steel that never becomes soggy, smelly, unsanitary, 
never cracks, never splinters — but, on the contrary, gets 
smoother and more serviceable with age. And besides, the 


“HALLOWELL” is rugged, rigid and inexpensive. 


1368 standard sizes and combinations of “HALLOWELL” Steel Benches and Tables are carried 


__ in stock—therefore no waiting 


Don’t Procrastinate—Write for Bulletin 386 Today 


STANDARD PRESSED STEEL CO, § | 


rae JENKINTOWN, PENNA. BRANCHES 


BOSTON NEW YORK 


SAN FRANCISCO 


GO 
SareET BOX 535 ST. LOUIS 
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8 quart galvanized pails, $1.98 per NS. 
doz.; 10 quart, $2.24 per doz.; 12 LANTERNS 





quart, $2.46 per doz.; 14 quart, $2.76 : 

per doz.; 16 quart, $3.34 per doz. soni. ype ies onseessuneadewse 
10 quart galvanized fire aa round Tap 22 ee 
py ee $4.5 12 at. Blizzard regular fount . 

$4.75 per doz Little wizard .......... 


gal. garbage cans, $6.35; 7 gal., 


8. 78: 0 gal., $9.25 d 
$ 10 gal., $9.25 per doz. MEAT AND FOOD CHOPPERS. 


GAME TRAPS. P No. Rt Food Choppers, $18.99 Pet 
: 7 - 0Z.; oO. ‘00 oppers, . 
ag ay Fe en: Vite ie te per , ; No. 3 Food Choppers, $29.40 
$2.20 per doz.; Victor No. 2, $3.36 per PONG. 3s: 393 Me 
4 at Choppers, $2.28 each; 
doz.; Victor No. 3, $5.48 per doz. No. 333 Meat Choppers, $3.85 each: 


No. 331 Meat Choppers, 3.50 each. 


HAMES. 
No. 61 Lone Star, $12.50 per doz.; POST HOLE DIGGERS. 
No. 161 Lone Star, $10.00 per doz.; $14.00 and up. 


No. 31 Lone Star, $18.75 per doz.; 
No. 63 Lone Star, $14.00 per doz. 


RAKES. 

— Per Doz. 
H sf Ss. 23 Fine POW TAMAS 6 s.ccccsccces $8.60 
No. D_ spade Foy 1g 9 scoop 14 Tine HOW FEROS oo ccscccccccs 9.00 
with tel D, 34. 00 doz.; No. 1 D cot- 16 Tine bow rakes ............- 9.50 
ton seed fork with steel D cape strap 10 Tine malleable rakes ........ 5.00 
and ferrule, $6.50 doz.; No. 1 D spad- 12 Tine malleable rakes ........ 5.40 
ing fork handles with steel D cap 14 Tine malleable rakes ........ 7.00 
strap and ferrules, $6.00 doz.; No. 1, 16 Tine malleable rakes ........ 7.50 
4% ft., bent shovel handles, $4.00 per 16 Tine road rakes ............. 13.50 
doz.; No. 1, 4% ft., bent spade han- Steel flexible broom rakes...... 7.65 


ae $3.50 og doz, ; e- 1, *soch Riss 
plain manure for andles, per 
doz.; No. 1, 4% ft., with cap strap ROOFING. 


and ferrule, $4.00 per doz.; No. 1, 1 ply smooth surface, $1.00 per roll; 

6 ft. rake handles, $3.00 per doz. 2 ply smooth surface, $1.20 per roll; 

3 ply smooth surface, $1.40 per roll; 

HARNESS GOODS. i or red slate surface, $1.95 per 
ro 


Doz. 


P 
1 in. bridles with cupped blinds. $12.50 SAWS (CROSS CUT). 





1%, m3 bridles with cupped ae 
ee ee 1 . Sim nds Crescent round cross cut 
14) ‘in een nee saws. Nos. 13, 22, 113, 133, 324, 325: 
eset accesses aseccseeeee 20.00 4, Stag tteipatare tiers tear. $5. 
1% “in. bridles with square OS RE rrr trey hr rr 6.00 
blinds less reins ............. 10.00 __Spaaegeedapmeneeenenntc nidden 7.00 
Leather Lines Atkins cross cut saws, Nos. 4, 5, 
Per Doz. 8, $5.40 
1 in. x 14 check lines.......... $36.00 te ace e eee eeeneeeeseecceerees aoe 
1 in. x 16 check lines.......... 39.00 [oe 6 ee y+ 
1% in. x 16 check lines........ 45.00 i rae er ere ‘ 
1% in. x 18 check lines........ 51.00 Cross cut saw handles: Per pr. 
1% in. x 16 check lines........ 48.00 ee A Aare ry 30c. 
1% in. x 18 check lines........ 5 54.00  ndcdcancsGasereeensseabenu 45c. 
1 in. single wagon lines........ 24.00 ee | ER ee rr rrr rie 32¢ 





SKATES. 


No. 5 Union roller skates, $1.75; 
No. 6, $1.75; No. 4, $1.65; No. 130, 
$2.00; No. 130 L, $2.15. 

Skate keys, 30c. per doz.; extra 
wheels, 10c. extra. 

Boys’, No. W1B, $1.15; Girls’, No. 
W1G, $1.20. 


STOVE BOARDS. 


No. 3 crystallized wood lined, 24 x 
24, $12.25 per doz.; 26 x 26, $14.60 per 
doz.; 28 x 28, $16.00 per doz.; 30 x 
30, $27.70 per doz.; 33 x 33, $23.25 per 
doz.; 36 x 36, $27.50 per doz. 

Crystallized paper lined, 24 x 24, 
$7.40 per doz.; 20 x 26, $8.10 per doz.; 
28 x 28, $9.10 per doz.; 30 x 30, $10.70 
per doz.; 32 x 32, $12.60 per doz.; 35 
x 35, $15. 70 per oz. 

ahogany or walnut wood lined, 28 
x 28, $16.96 per doz.; 30 x 30, $19.65 
per doz.; 33 x 33, $23.25 per doz.; 
36 x 36, $27.40 per doz. 


STOVE LID LIFTERS. 
No. 0S, 75c. per doz. 


STOVE PIPE DAMPERS. 


Per Doz 
DBO MOOD iv ciseciecivcsesiee $1.25 
5% inch dampers .............. 1.30 
ea 1.40 
7 SC DRSNS oi isiose ew sssvias 2.00 
STOVE PIPE ELBOWS. 
Per 100 Jts. 
29 gage 6 inch pipe .....0.060 $12.00 
29 gage 6 inch pipe ........... 12.75 
BP gare 7 INGH HIPC .6.0cccicve 15.00 
29 gage 7 x $ inch pipe........ 16.00 
1 piece corrugated elbows, 30 
PATS 5 NOH occ ccsscsvcedees 1.25 
1 piece corrugated elbows, 30 
game 6 MCh 22... sccccccswes 1.35 
1 piece corrugated elbows, 30 
wae FT MEN 20.66 des icctes’s 1.95 





NEW YorRK, Dec. 31.—Jobbers in the Metropolitan district report 
the customary light demand following a satisfactory trade in holiday 
merchandise. Both wholesalers and retailers have started taking 
inventories and stocks are averaging about normal size. Business 
for the year is expected to be about on a parity with 1928, according 
to early indications. Prospects for the new year are considered 
good and a stabilization of conditions has been predicted. 

The demand for sleds and snow tools during the past few weeks 
has been more active than for several years and wholesalers’ stocks 
of some particular items in this class have been depleted. 

Prices, in the main, are steady and unchanged. No revisions of 
importance have been made recently. 

Collections are reported as a little slow, although the credit sit- 
uation as a whole, is considered fairly satisfactory. 

PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 
RETAILERS, F.0.B. NEW YORK. 

ANTI-FREEZE SOLUTION. — of 12 or more, $22.50 per 


Eveready Prestone, % gal. cans, 


$1.90; = cans, $3.60; 14% gal. cans, BATTERIES, RADIO. 









wean ach aite S32, atte fb Shs: Ne 
units of 5, 97c.; No. 

ASH SIFTERS. $1.22, units of 5, $1.14; No. 771, 35c., 

Rotary galvanized ash sifters, $2.00 units of 10, 32%4c.; : No. 172, $2.06, 

each. units of 5, $1.92; No. 770, $3. 06, units 
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Usual Inventory Lull Prevails at Present. 
NEW YORK: Year’s Sales Totals Are About Normal. 


of 5, $2.80; No. 486, $3.20, units of . 
$2.97; No. 485, $2.22, units of 5, $2.0 


BATTERIES, FLASHLIGHT. 

No. 935 or 950, unit cells, —_ 
each; No. 750, 790, 791 and gs | 
= No. 703, 705 and 751, hoe. 
each, 


BATTERIES, NO. 6, DRY. 


First Quality, 321%4c. each; Com- 
petitive Quality, 23c. each. 


BATTERIES, HOT-SHOT. 


No. 1662M, $2.51, units of 8, $2.37; 
No. 1461M, ‘$1. 71, "units of 12, $1.67. 


BOLTS AND NUTS. 


Carriage bolts and ym screws, all 
sizes, 60 per cent off 1 

auove bolts, 75 and 10 Ser cent off 
lis 

“Niachine bolts, all sizes, 60 per cent 
off list 

Step bolts, 50 per cent off list. 


BUTTS. 


Steel butts, 3 by 3 and 3% by 3%, 
18 cents per pair for less than case 
lots; in case lots, 16 cents per pair; 
4 x 4, 24% cents per pair in less than 
case lots, and 23 cents per pair in 
case lots. 
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To Help You Sell 





Here’s a fine display board for your window 
or counter. Hang these pruning shears from 
it—right out there where buyers can handle 
them, and watch this display sell goods for 
you. The spring’s the time to sell Pruning 
Shears. Be sure your displays are ready when 
the demand arrives. Supplied without charge 
with an assortment of six shears as follows, 
3 No. 50 (95c retail), 2 No. 60 ($1.15 retail), 
1 No. R-70 ($1.60 retail). We can also sup- 
ply you with two different attractive booklets, 


which are ideal spring direct-mail advertising 


for you. Supplied without charge. 


; 
Worrn wile Toods SINCE 1813~) 


THE PECK, STOWeWILCOX C9 


SOUTHINGTON, CONN. US.A-CLEVELAND, OHIO. 





Take No. R-60 illustrated above. 


Profits 
and 
Pexto 
Pruning Shears 


Pexto Pruning Shears represent a real profit line, if you will 
push them! First, because the line is a long one and a com- 
plete one. There’s a style for every type of buyer. 


Second, because Pexto Pruning Shears are quality built. 
With best materials, correct design, blades of tempered steel, 
these pruning shears have been known for years as the 
standard of comparison. 


The tool steel blades are riv- 
eted to the head. Note especially the double flat springs of 
improved design. Malleable heads and handles. Finished in 
full polished nickel plate, full polished steel, or black enamel. 


Pexto Pruning Shears are the result of over 110 years of 
dD ‘ é 

“keeping everlastingly at it,” as are all Pexto fine tools. Your 

jobber always carries Pexto Tools in stock—they’re easy to 


‘buy as well as easy to sell. Keep catalogue No. 26-T on your 


desk. If you haven’t a copy, send for one at once. 















Hammers 
Chisels 


Pliers 


Braces 





Screwdrivers 


Pruning Shears 


IT PAYS TO CONCENTRATE—ON PEXTO 


THE PECK, STOW & WILCOX CO. 


Wrenches 
Snips 


Southington, Conn., S 
Squares 
U.S. A. Ment 


Tools 


and Body 
Removing 




















70 


HARDWARE AGE for JANUARY 2, 





1930 
































































































FIREPLACE FIXTURES. 


Andirons, black finish, $2.50 to $6 
per pair; black-brass balls, $7.50 to 
$9.75 per pair; Flemish, $5. 50 to 
$11.55 per pair; Swedish, $5.75 to $7 
per pair; Burnt antique, brass, $6.25 
to $12 per pair. 

Fire sets, black finish, $4.85 to $5 
per set; black-brass_ balls, $6.75; 
Flemish, $7.65 to - per set; Burnt 
antique, brass, $7.65 to $9 per set; 
Swedish, $7.75 per set. 

Grate baskets, black finish, $5.75 to 
$6 each; Flemish, $8.65 to $10 each. 

Spark guard, black finish, $4.15 
each. 

Fire screens, black finish, $6.65 
each; Swedish, $8.65 each, and Burnt 
antique, brass, $8.65 each. 


GLASS BAKING WARE. 


Casseroles.—Round or oval, 1 at., 
$1; 1% qt., $1, 17; 2 qt., $1.33; square, 
$1.17; casseroles with fancy covers, 
35e. higher. 

Pie Plates.—8 in., 50c.; 9 in., 60c.; 
10 in., 67c. 

ene Pans.—No. 212, 60c.; No. 214, 


ae Dishes.—No. 231, 67c.; No. 
232, $1.17. 

Teapots.—2 cups, $1.67; 
6 cups, $2.33. 


4 cups, $2; 


ICE SKATES. 


Union ice skates, 
men’s No. 90, $5.25; 
ladies, No. 90L, $5.25, 
$6.00. 

facing outfits, men’s No. 95, $5.25, 
and No. 925, $6.00; ladies’, No. 95L, 
$5.25, and No. 295L, $6.00. 

Club outfits, men’s No, 212, $3.75, 
and ladies’, No. 213, $3.75. 

Professional hockey outfits, men’s, 
No. 390, $6.65. 

These prices are net per pair. 
Men’s shoe sizes in all cases are 
from 4 to 11, and ladies’ shoe sizes 
in all cases are 3 to 9. 


hockey 
No. 2 





outfits, 
, $6.00; 
and No. 290L, 





JUVENILE VEHICLES. 


Velocipedes, No. 840, $5.95; No. 841, 
¥ a 842, $6.90, and No. 843, 
$8.15 ch; No. 850, $7.50: 5 
$7.80; =. 852, $8.15; No. 853, $9.70. 

Sidewalk cycles, N. 900, $9.40: No. 
910, $10.65 each; No. 922, $17.50, and 
No. 932, $17.50 each. 

Coaster wagons, No. 750, $1.80 
each; No. 751, $2.25, and No 761, 
$3.25 each. Doll carriages, No. 200, 
$1.60; No. 216, $3.35; No. 222, $3.90, 
and No. 232, $6.50. Prices are each 
and net. 

Doll coaches, No. 262, $3.65; No. 
266, $6.25, and No. 270, $10.95. Prices 
are each and net. 


$6.5 








LAMP CORD. 


Lamp cord, prices are per 1000 ft.; 
18 ga. 1/32 silk covered lamp cord, 
brushed brass, white, maroon, old 
gold, green and brown, 500 ft. on a 
spool, $12.40; 18 ga. 1/64 silk covered 
lamp cord, maroon, old gold, 500 
brass, white, green and brown, 500 
ft. on a spool, $9.50; silk covered 
twisted lamp cord, white only, 250 ft. 
on a spool, $13; 18 in. 1/64 cotton 
covered lamp cord, maroon, white 
and dark brown, 500 ft. on a spool, 
$8.30 ga. 1/32 cotton covered lamp 
cord, green, white, maroon, oak tan 
and dark brown, 500 ft. on a spool, 
$10.75: 18 in. 1/64 cotton single con- 
ductor wire, white, brown, oak tan. 
white with marker, brown’ with 
marker, and oak tan with marker. 
500 ft. on a spool, $4.25; 18 ga. 1/32 
cotton twisted lamp cord; green and 
yellow, 250 ft. on a spool, $12.50; 18 
ga. black cotton gy cord, 250 





ft. on a spool, $16.5 18 ga. cotton 
covered heater vf 250 ft. on a 
spool, $18.50 
NAILS. 
Wire nails, Standard New York 





Stock extras apply to the following 








| base prices in the localities indicated: 
| Base price for New York City, Brook- 
| lyn, Queens, Westchester and New 
Jersey is $3.35 per keg. In Nassau 
and Suffolk Counties, $3.50 per keg. 
Cut nails, less than 10 kegs, $3.90; 
over 10 kegs, $3.65 per keg. 


ROLLER SKATES. 


Roller skates, Union line, extension 
web heel and toe straps, plain steel 
rolls, 72c. per pair; same with toe 
clamps and web heel, 78c. per pair; 
same for boys with _ self-contained 


ball bearing wheels, $1.42 per pair; 
for girls, $1.62 per pair. 

Roller skates accessories: Keys, 
21%4c. each; skate wheels, with self- 
contained ball bearings, 19c. each; 


ball bearings, 15c. per 100; axles, 3c. 
each; cotter pins, 15c. per 100; axle 
nuts, $1 per 100; axle mut washers, 
60c. per 100; adjustment binding 
bolt, 65c. per 100, and the clamps, 
12c. per pair. 

Chieftain line, No. 400, for either 
boys or girls, self- contained ball 
bearings, $1.45 per pair; Redskin line, 
for boys or girls, 85c. per pair. 

Chicago line, No. 181, $2.65; No. 
183, $2.75; No. 185, $2.75; No. 101, 
$1.33; and Nos. 103 and 105, $1.38 per 
pair. 


SASH CORD. 


Sash cord, Samson Spot, No. 7, 
61c.; No. 8, 60c.; Aetna, No. 7, 30c. 
per lb.; No. 8, 29c. per lb.; Phoenix, 
No. 7, 43¢. per lb.; No. 8, 42c. per Ib. 

Sachem, No. 8, 33c. per lb.; No. 9, 
Se. per Ib. 


SCREWS. 
Wood screws, flat head, _ bright 
iron, 45 and 10; round head, blue, 40 
and 10; round head, iron, nickel 
plated, 25 and 10; flat head, galvan- 
ized, 171% and 10; flat head, brass, 
37% and 10; round head, brass, 32% 
and 10. These discounts apply to 
new standard screw lists. Full 
package lots take an extra 5 per cent. 
Machine screws, flat and round 
head, brass, 60 per cent discount. 
Iron, 60-71% per cent discount. 


SLEDS. 


Flexible Flyers, No. $2.50; No. 2, 
= 1606; No. 3, $4.00: No’ 4, ‘34. 3314: 

o. 5, $5.83%4; Jr. Racer, $3.50, and 
ae $4.33. 

Fire Fly, No. 9, $1.14: No. 10, 
$1.3634: No. 11, 14 71; No. 12, $1.93%, 
and racer, $1.9814 hy ' 

Allen sled seaaien, No. 1, $1.00 each. 

Perfection adjustable sled back, 
No. 10, $1.06 each. 


STOVE GOODS. 


Stove pipe, black iron, 28 gage, 12 
lengths in a bundle, 4 in., 12c.: 4% 
in., 131%4c.; 5 in., 15¢.; 514 in., 16146c.; 
and 6 in., 19¢c. 

Stove pipe elbows, black iron, 28 
gage, 12 in a bundle, 4 in., 15¢.: 4% 
in.. 154%c.; 5 in., 16c.; 5% in., 17c.; 
and 6 in., 18e. 

Pipe dampers, cast iron, wood han- 
dle, 4 in.. 9%c.; 4% in., 10c.; 5 in., 
10c.; 5% in., 11¢.; 6 in.,611%c.; 7 in., 
16%c., and 8 in., 26%c. 

Flue stops, tin rim, lacquered, di- 
ameter, 87; in., 12 in a box, 6%c. 

Stove pipe rings, tin lacquered, 12 
in a package, 4 in., 3%e.; 4% in., 
34%ec.; 5 in., 3%c.: 51% in. 4%c 
6 in., 47/12c.; and 7 in., 5c. 

Stove pipe wire, plain iron wire, 
50 ft. in a box, 12 boxes in carton, 
19 gage wire, 40c. per carton, and 18 
gage wire, 45c. per carton. 

Stove lifter, nickel plated, cold 
spiral loop handle, 12 in a box, 64c. 
each net. Stove pokers, nickel plated, 
eold spiral handle, 12 in a box, 4 x 
18 in., 6%4c. each; 3% x 24 in., 15c. 
each. Never Break Poker, 19c. each. 

Furnace pokers, wrought iron, 3 ft., 
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66c.; 4 ft., S4c.; 5 ft., $1.00, and 6 ft., 
$1.16. 

Flue scrapers, black iron, 30 in. 
long, 12 in a bundle, 4c. each. 

Flue shovels, japanned, round han- 
dle, 3 in a bundle, 8 in. handle, 5%c. 


12 in., handle, 6c.; 15 in., handle, 9c. 
galvanized, one piece steels, round 


handle, 3 in a bundle, 12 in. handle. 
7c.; 14% in. handle, 1l1c.; extra heavy, 
japanned, scoop, 6 x 9 in., round 
handle, capped end, 25%» in. overall, 
3 in a bundle, 11%c.; Never Break, 
6 in a bundle, 38c. 

Stove boards, 30 x 36 in., $1.43; 30 
x 42 in., $1.77; 18 x 18 in., 60c., 24 x 
24 in., 73e.; 26.x 26 in., 80c.; 28 x 28 
in., 90c.; 30 x 30 in., $1.05; 32 x 32 
in., $1.25, and 35 x 35 in., $1.55. 


TIRES AND TUBES. 


Mansfield fires, 4 ply, balloon type, 
29 x 4.40, $7.40; tubes, $1.50; 30 x 
4.50, $8.25; tubes, $1.60; 29 x 4.75, 
$9.55; tubes, $1.70; 29 x 5.00, $9.90; 
tubes, $1.75; 30 x 5.00, $10.20; tubes, 
$1.80; 31 x 5.00, $10.65; tubes, $1.85; 
32 x 5.00, $11.75; tubes, $1.90; 28 x 
5.25, $11.10; tubes, $1.85; 30 x 5.25, 
$11.90; tubes, $2.00; 31 x 5.25, $12.35; 
tubes, $2.05; 20 x 5.50, $12.65; tubes, 
$2.25. 

Same, 6 ply, 31 x 5.25 $14.70; 
$2.05; 30 x 5.50, $16.05; tubes, $2.35; 
30 x 6.00, $16.15; tubes, $2.25; 31 x 
6.00, $16.65; tubes, $2.30; 32 x 6.00, 
$16.96; tubes, $2.40; 33 x 6.00, $17.55; 
tubes, $2.55. 

Tire display racks, $10.00 each. 
prices in all instances are each. 


tubes, 


TOYS. 

Child’s garden sets with 18 in. 
handles. Net, No. 1, 10c. each; No. 6, 
l7c. each, and No. 9, 30c. each. 

Arcade toy lawn mower, No. 564, 
55c. each; in lots of 12 or more, 50c. 
each. No. 565, 85c. each; in lots of 
12 or more, 75c. each. 

Bissel’s toy carpet sweepers, Lit- 
tle Heiper, 16%c. each; Little Gem, 
31%4c. each; Little Jewel, 83'4c. each; 
and Bissel Junior, $1.33% each. 


TRAPS, Game. 


Victor game traps, No. 0, $1.20; 
No. 1, $1.50; No. 1%, $2.70, and No. 
2, $3..0. Prices are net per dozen. 


Victor jump traps, No. 0, $1.75; No. 
1, $2.00; No. 114, $3.05, and No. 2, 
$4.80. Prices are net per dozen. 


VENTILATORS. 
Diamond .“E” Filter Ventilators, 
Cloth - Louver type, 1930 dealers’ 
prices; No. 6, $8 per dozen; No. 7, 
$10 per dozen; No. 8, $12 per dozen. 


WEATHERSTRIP. 


Weatherstrip, Home Comfort, ma- 
roon or white, $30 per thousand feet; 
competitive grade, maroon, $16.50 per 
thousand feet, and white, $18 per 
thousand feet. 

Felt weatherstrip, 60 cents per 
carton. Wood weatherstrip, No. 25, 
80 cents pér carton, and No. 75, 
$2.00 per carton. 


WINDOW SCREENS. 


Diamond ‘“E” all metal fly screens, 
dealer prices for 1930 season. 

No. 1, galvanized $6 per dozen; 
No. 3, $8 per dozen; No. 4, $9.20 per 
dozen; No. 6, $10 per dozen; No. 7, 
$12 per dozen; No. 8, $12 per dozen; 
No. 11, bronze, $10 per dozen; No. 
13, bronze, $12 per dozen; No. 14, 
$13.20 per dozen; No. 16, $14 per 
dozen; No. 17, $16 per dozen; No. 18, 
$16 per dozen. 
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Do you realize what 


Garborundum Radio Programs 


REG.U.S.PAT.OFF. 


are doing for the dealer? 





= VERY Tuesday night, 7 to 8 E.S. T., thousands of radio fans tune in on The 
Carborundum Band, coming from Niagara Falls over a chain of Columbia 

Stations. 

And here is how you and your fellow dealers benefit from this advertising 
feature— ; 

Listeners are told by our announcer to go to their local hardware dealer and 
register their name and address. The dealer sends us the lists and we then send 
= everyone who so registers a souvenir Carborundum Brand Pocket Stone. 





It costs the dealer nothing to bring these people to his store--to make these Ri 
= added sales contacts with prospective customers. : rol 
= If you are within the range of WKBW Buffalo, WABC New York, WMAQ ’ 
: Chicago, WCAU Philadelphia or WGHP Detroit, write for window cards announc- 
= ing our offer. F 
= Gash in on the Garborundum Programs Oo cui 
= oo Company 
os Niagara Falls, N.Y. 


Broadcasts. 


= NIAGARA FALLS, N. Y. 
= Canadian Carborundum Co., Ltd., Niagara Falls, Ont. , aa 


+ 

Sales Offices and Warehouses in Fog 
New York, Chicago, Boston, Philadelphia, Cleveland, Detroit, Cincinnati, Pittsburgh, Milwaukee, Grand Rapids A st : 
Stree 


The Carborundum Co., Ltd., Manchester, Engiand “ 


* 
- 


Deutsche Carboruncum Werke, Dusseldorf,Germany 4 
* 
\ - 
(Carborundum is the Registered Trade Mark of The Carborundum Company for its Products ) < 
Po City State 
* 
* 
2 





The CARBORUNDUM Company.” sizes 
gan Goa EAT OEr: y if featuring Carborundum 
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CINCINNATI: 


(Cincinnati office of HARDWARE AGE) 


CINCINNATI, Dec. 31. Although the demand for staple hardware 
merchandise tapered somewhat during the last two weeks, the 
steady increase in demand for holiday articles sustained the sales 
volume of local hardware jobbers at the same high level that has 


prevailed for the last several months. 


In fact, district jobbers in- 


dicated that the demand for holiday goods had been so great that 
they would have little, if any, inventory in this line of merchandise. 
It is anticipated that, with the closing of the books this week, trade 
balances will show a marked increase in business this year over last. 

The same holiday rush which benefited jobbers, also aided re- 


tailers. 


Accordingly;the-sales volume of local retailers was better 


than during the preceding two weeks, although retailers indicate 
that there is room for improvement. 

While industrial employment has subsided a bit during the last 
month, the situation here is not as acute as in other industrial cen- 


ters. 


Of all lines of enterprise, the building trades have been 


affected most so far as unemployment is concerned. This is due 
primarily to weather conditions, which have prevented much out- 
side work for approximately a month. 

The general firmness of the market is well reflected in the steadi- 


ness of prices. 
weeks. 


No changes have been made during the last two 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 


RETAILERS, 
AUTOMOBILE ACCESSORIES. 


Balloon Cord Casings 





High Medium Low 
Grade Grade Grade 
$6.15 $4.94 
6.88 5.50 
8.23 6.96 
8.49 7.18 
10.21 8.60 
11.93 10.36 
12.31 10.70 
Cords 
ee: $3.89 
$5.20 4.15 
8.98 7.37 
9.58 7.93 
oe 2.95 11.22 
Balloon Inner Tubes 
SCTE oe $1.30 $1.12 
| ee ee Se 1.38 1.19 
eh eee, ee 1.49 1.30 
Sl Perea eres 1.52 1.34 
SEED axe a Cone ew ae ees 1.75 1.56 
RI oe Or niss sina tes 2.05 1.82 
ee ees 2.16 1.93 
High Pressure Tubes 
Fea teas see $0.78 ~ 
30n3% RR oo. 2% 1.04 $0.89 
Overnize -~ 220-0 1.12 sd 
BIE pcs casevesasesns 1.38 1.19 
PRE occ bavuncemente eee 1.41 1.26 
oo, Gey ny yy eer 1.52 1.30 


BOLTS AND NUTS. 


Cut thread carriage and machine 
bolts, 60 per cent off list; rolled 
thread carriage and machine bolts, 
60 and 10 per cent off list; stove 
bolts, 20 per cent off list; square, 
hexagon and tap nuts, 60 per cent 
off list. 


BUILDERS’ HARDWARE. 


Sash Weights.—Sash weights, $2.00 
per 100. 

Inside Sets. — Square bevel 
sets in case lots, $4.50 per doz. 

Butts.—3% in. old copper and dull 
brass butts, 15¢c. per pair in case 
lots: sand blast, brass finished butts, 
18c. per pair in case lots. 


inside 


DENATURED ALCOHOL AND ANTI- 


FREEZE MIXTURES. 


Denatured alcohol in from 1 to 4 
drum lots, 61c. a gallon; 


in from 5 to 





F.0.B. CINCINNATI. 





a gallon; in 10 drum 
lots or over, 57c. a gallon; in gallon 
lots, 72c. a gallon; in cases of 10 gal- 
lon lots, Tle. a gallon. 

Note.—There is a charge of $6 a 
drum, but this amount is refunded 
when the drum is returned. 


9 drum lots, 60c. 


Everready Prestone.—1% gal. cans, 
4 to case, broken cases, $3.80 a gal.; 
full cases, $3.60 a gal.; 1 gal. cans, 


6 to a case, broken cases, $3.80 a gal.; 
full cases, $3.60 a gal.; % gal. cans, 
12 to case, broken cases, $4.00 a gal.; 
full cases, $3.80 a gal. 


Ivo.—In one gallon cans, $1.85 a 
gal.; in 2 gallon cans, 38% gallon 
cans, 30 gallon and 50 gallon drums, 
$1.80 a gal. 


FIRE SHOVELS. ' 


No. 80, 50c.; No. 54, 70c.; No. 56, 
80c.; No. 56 Galvanized, 85c.; Never- 
break, 16 in., $4.55. 


ICE SKATES. 


Common, 86c. a pair; Nickel Plated, 
$1.22 a pair; Hardened runner, $2.20 
a pair; Ladies, $1.20 a pair; Hockey, 
$1.15 a pair. 


MOPS. 


Betty Bright self-wringing mop No. 
10, $8 per doz.; Betty Bright self- 
wringing mop head No. 20, $4 per 
doz. 


NAILS. 


Common wire nails, $2.85 per keg. 


PYREX WARE. 


Round Casseroles. — No. 621, 60c. 
each; No. 622, $1 each; No. 623, $1.17 
each; No. 624, $1.33 each. 

Square Casseroles.—No. 653, $1.17 
each. 

Oval Casseroles.—No. 632, $1 each; 
No. 633, $1.17 each; No. 634, $1.33 
each. 

Round Pie Plates. — No. 206, 17c. 
each: No. 208, 50c. each; No.209 
60c. each; No. 210, 67c. each; No. 211, 
73c. each. 

Round Pudding Dishes. — No. 021, 
40c. each; No. 022, 57c. each; No. 023, 
67c. each; No. 024, 80c. each. 

Square Pudding Dishes.—No. 053, 
67c. each. 
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Trade for Year Shows Increase— 


Prices Are Steady and Unchanged 


Oblong Bread or Loaf Pans. — No. 
213, lic. each; No. 212, 60c. each; No. 
14, $1 each. 


RADIO BATTERIES. 


Net price Net price 


each each 
less unit in unit 
Stock No. pkg. pkg. 
Super B bat., No. 2138. .$3.20 $2.97 
Super B bat., No. 22308. 2.22 2.06 
B batteries, No. '10308.. 2.81 2.63 
B batteries, No. 2308... 1.88 1.75 
B batteries, No. 5308... 1.88 1.75 
B batteries, No. 2158... 1.31 1.22 
B batteries, No. 2156... 1.31 1.22 
C batteries, No. er: .38 35 
A batteries, PE. Bien 000 40 351% 


Note.—Nos. 51308, 5308, 2158 and 
2156 are in unit packages of 5; Nos. 
22308, 10308 and 2308 are in unit 
packages of 6; No. 2370 is in unit 
packages of 10; No. 6 is in unit pack- 
ages of 50. 


RADIO TUBES. 


MX199 general purpose tubes, $2 
each; MV1i199 several purpose tubes, 
$2 each; MX201A general purpose 
tubes, $1.25 each; MX201B general 
purpose tubes, $2.50 each; MX200A 
detector tubes, $8.50 each; MxX240 
high Mu tubes $2 each; MX112A 
power amplifiers, $2.25 each; MX171A 
power amplifiers, $2.25 each; MxX280 
full wave rectifiers, $3 each; MX281 
half wave rectifiers, $7.25 each; 
MX226 amplifiers, $1.75 each; MY227, 
detectors, $2.50 each. 

These prices are subject to 50 per 
cent discount on Marathon tubes and 
10 per cent discount on Arcturus and 
Eveready Raytheon tubes. 


ROLLER SKATES. 


Nos. 4 and 5, $1.35 per gee: No. 6, 
$1.43 per pair; No. 181, $2.65 per pair; 
No. 183, $2.75 per pair; No. 185, $2.75 
per pair; No. 101, $1.32 per pair; Nos. 
1038 and 105, $1.37 per pair. 


SCREWS. 


Flat head bright screws, 50, 10 and 
10 off list; flat head blued screws, 50, 
10 and 5 off list; round head blued 
screws, 50 and 10 off list: round 
head brass screws, 40 and 5 off list: 
ea wire goods, 85, 20 and 5 off 
ist. 


SLEDS. 


Fleetwing.—32 in., $11.20 a doz.; 36 
in., $14.00 a doz.; 40 im., $19.50 a doz.; 
45 in., $21.20 a doz.; 51 in., $25.20 a 
doz.; all prices quoted are net. 

, Flexible Flyers.—33'4 per cent off 
ist. 


STOVE PIPE 


Security Pipe.—28 gage blue, 6 
in., $14.20 per 100 joints: 28 gage 
polished, 6 in., $20.00 for 100 joints. 

Security Elbows.—28 gage blue, 
in., $1.50 a doz.: 28 gage polished, 
6 in., $2.30 a doz. 


VENTILATORS. 


Continental, Deflektair, metal cen- 
8 x 37, $2.98 a doz.; No. 
$4.25 a doz. 

0z, $4.80 a doz.; 
$6.40 a 


117, 113. x: 37, 
Diamond E, No. 

No. 2, $5.60 a doz.; No. 3, 

doz.; No. 4, $7.60 a doz. 


WEATHERSTRIP. 


Wood and Rubber.—No. 0, $16.40 
for 1000 ft.; No. 1, $16.40 for 1000 
ft.; No. 1%, $18.30 for 1000 ft.; No. 


2, $21.00 for 1000 ft.; No. 7, $88.75 
for 1000 ft. 
Wood and Felt.—No. 71, $17.25 for 


1000 ft.; No. 71%, ty 25 for 1000 ft.; 
No. 75, $39.50 for 1000 ft. 
Nu a —In 500 ft. 


reels, $15.75 
for 1000 f 
Dust geal.—in 500 ft. reels, $26.75 
for 1000 f 


Heat Pl —In 500 ft. reels, $31.00 
for 1000 ft. 
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PRESENT DAY RANGES 


become obsolete 
‘New Beauty - New Style -New Performance - 


Positive Profit Sales Policy 











' y 1930 begins the new era in range selling! NX 


Globe dealers will share in this remarkable Globe achievement —the greatest 
step forward in the century old industry of range building. 


Tradition steps aside for progress! Globe research and design have produced 
the most remarkably beautiful, the most wonderfully performing cooking appli- 
ances ever built for the modern home. 


Builders of Glow-Boy and Ray-Boy Parlor Furnaces. y 
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THE GLOBE STOVE & RANGE CO. KOKOMO, IND. 
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PITTSBURG 


PITTSBURGH, Dec. 


5 
4 


(Pittsburgh office of HARDWARE AGE) 


31.—Following the acceleration of Christmas 


trade, the hardware business has naturally seemed rather dull in 
the last week, although heavy snows and colder weather in this dis- 
trict have stimulated business in those lines which might be affected 


by se 


asonal conditions. 


Sleds, skates, coal shovels and other items 


have been very active, and there has been a better demand for stoves, 


ventilators and other cold weather articles. 


Jabbers in this district 


are fairly well satisfied with the volume of 1929 business, and many 
of them feel that the falling off in the last two months of the year 
has not been as marked in their trade as with many other lines. 
Prices on hardware goods, while not strong, have shown no | 
marked weakness, and advances such as that reported on loaded 
shells and cartridges last week has given the market a consider- 


ably 


improved tone. 


The question of collections has been rather 


disturbing, as reduced employment in all of the large industries in 


the Pittsburgh district has been felt in retail business. 


However, 


it will be some time before the full effects of this condition are re- 
flected in business, and in the meantime collections are moderately 
satisfactory. 


PRICES QUOTED HEREWITH ARE JOBBERS’ QUOTATIONS TO 


RETAILERS, 








AUTOMOBILE TIRES AND TUBES. | 

Mansfield tires, 4 ply balloon type, 
29 x 4.40, $7.40; tubes, $1.50; 30 x 4. 50, 
$8.25; tubes, $1. 60; 29 x 4.75, $9.55; 
tubes, $1.70; 29 x 5.00, $9.90; tubes, 

1.75; 30 x 5.00; $10.20; tubes, $1.80; 
31 x 5.00, $10.65; tubes, $1.85; 32 x 
5.00, $11.75; tubes, $1.90; 28 x 6.25, 
$11.10; tubes, $1.85; 30 x 5.25, $11.90; 
tubes, $2.00; 21 x 5.25, $12.50; tubes, 
$2.05; 29 x 5.50, $12 tubes, $2.25. 

Same, 6 ply, 31 x 5.25, $14.70; tubes 
$2.05; 30 x 5.50, $16.05: tubes, $2.35 
30 x 6.00, $16.65; tubes, $2.25; 31 x 
6.00, $16.65; tubes, $2.30: 32 x 6.00, 
$16.95; tubes, $2.40; 33 x 6.00, $17.55: 
tubes, $2.55. 

Prices in all instances are each 
and are subject to discounts of 12% 
per cent on tires and 15 per cent on 
tubes, 

BATTERIES. 

Broken Unit 

Packages Packages 
_ a! ee ages, 5 2.22 $2.06 
SE oat oc Jistm bien 3.20 2.97 
DURES coke sens duce eee 1.92 
Serre 2.80 
TER ¢ cccecewconauwinn 1.32 1.14 
SRS Lc bbcaeiinsaoe 42 .39 
eee ee 1.05 97 
OR. eS: oe 1.40 1.30 
NE Ee Merk cnic oes Maule ore 1.40 1.30 
eres * 1.92 
Oe | | A ee 1.93 1.79 

No. 6 dry cells, ignition type, unit 
packages, 36c. each. 

Flashlight.—No 935, 6%c. each; 
No. 950, 6%4c.; No. 790, 13c.; No. 705, 
19%%c.; No. 750, 13%c.; No. 791, 13c. 

Hot Shot.—No. 1461, $1.67; No. 1661, 
$2.37. 

COAL HODS AND SHOVELS. 

Coal shovels, Monongah, No. 1, 
$14; No. 2, $14.50; No. 3, $15 per doz. 

— Black, No. 1, $12; No. 2, $12.50; 

3, $13 per doz. Gail polished, No. 
.. "sis: No. 2, $13.50; No. 3, $14 per 
doz. ee, black, No. 1, $12: 
No. 2, $12.5 No. 3, $13 per doz. 
Pacemaker, alt polished, No. 1, ; 
No. 2, 3.50; “1 © 3, $14 per doz. 
Black gold, No $18; No. $18.50: 
No. $19; No. . $20 per ae Coal 
Hods, Japanned, No. 5, 16 in., $3.25; 
17 in., $3.60 per doz.; Galvanized No. 
10, 16 in., $4.30; 17 in., $4.75: 18 in., 
$5.25: 20 in., $7 per doz. Galvanized 
No. 76S, $8 and galvanized No. 86S, 


F.O.B. PITTSBURGH. 





| 


Galvanized No. 25, 
$6 per doz. 


per doz. 


4 40 
15 5.50; 17 in., 


) in. 


FLASHLIGHT CASES. 


Winchester Flashlight Cases. —No. 
6414, 62¢c.; No. 6514, 68c¢.; No. 6824, 
$1.43; No. 6921, $2.40: No. 6924, $2.08: 
all each. 


Winchester Assortment.—No. 1614, 
$2.94 per assortment; No. 6214, $5.04 
per assortment. 

GAME TRAPS. 
Diamond No. 21, $1.35 per doz.: No. 


21%, $2.44 per doz.; No. 22, $3.36 per 
doz. 

Victor No. 1. $1.38 per doz.: No. 
1%, $2.44 per doz.; No. 2, $3.36 per 
doz. 

Triumph No. 1, $1.32 per doz.; No. 
1%, $2.20 per doz. , 

ICE SKATES. 

Boys’ clamp skates, plain, 84c. per 
pr.: nickel-plated, $1.20 per pr. 

Hockey pattern, $1.10 per pr.: 
nickel-plated, $1.30 per pr. 

Ladies’ clamp skates. plain, $1.20 
per pr.; nickel-plated, $1.50 per pr. 

MISCELLANEOUS TOOLS. 

Circular Saws.—6 in., $2.25 each; 
8 in., $3.00; 10 in., $4.00. 

Cross Cut Saws.—Simonds Crescent 
Ground, Nos. 13, 22, 113, 133, 7 and 
325. 5 ft.. $5.40: 51% ft., $6; 6 $7. 


Electric Drills.—No. 
No. 142. $32: No. 122, 
$35.20; No. 382, $41.60. 

Files.—Disston, 50 and 10 per cent 
off list. Nicholson and Black Dia- 
mond, 50 per cent off list. Simonds, 
50 per cent off list. 

Garage Vises.—No 
43%, $3: No. 14, $5. 


141, 
$48; 


soa pe 
No. 562, 


43, $2 each: No. 


PAINTING SUPPLIES. 


Ready mixed paints, 
$2.60 per gallon: lower grades, $2 
(white and dark greens, 15c. per gal. 
higher); white lead, 14%c. per Ib. in 
100-lb. lots: 10 per cent less in lots 
of 500 Ib. or more, and extra 4 per 
cent less on lots of a ton or more: 
turpentine, 67c. per gal. in barrel 
lots: raw linseed oil, 16 2/5¢e. per Ib., 
in barrel lots. 


best grades, 


Year’s Trade Considered Satisfactory 
Collections Are Rather Slow 


| 
| 
| 
| 
| 
| 
| 





| Fence Wire 





RADIATOR AND REGISTER 


SHIELDS. 

Gem Adjustable Radiator Shields 
with Water Pan Humidifier: 

Gold Bronze Walnut 

Aluminum Mahogany Ivory 

Each Each Each 

No. 1W_....$3.50 $4.20 $3.85 
No. 1AW .. 3.50 4.55 4.20 
No. 2W .... 3.85 a 4.20 
No. 3W 4.20 4.90 4.55 
No. 4W 4.20 5.25 4.90 
No. 5W 4.85 5.60 5.25 
No. 6W 4.90 6.30 5.60 
No. 6BW 4.90 6.30 5.60 
No. TW .... 5.25 6.65 5.95 
MOBW wast ).60 7.00 6.30 

Register shields for floor use. Nos. 
1 and 5, $12 per doz.; No. 10, $10 per 
doz. 

Register shields for wall use, Nos. 
2 and 15, $6 per doz.; No. 20, $5.20 
per doz. 

ROLLER SKATES. 

Union Hardware Co. line, No. 2, 
70c. per pr.; No. 3, 75e. per pr.; No. 
10, $1.05 per pr.; No. 5, $1.45 per pr. 

Winslow line, No. 38%, $1.45 per 
pr.; No. 38, $1.60 per pr.; No. 38, rub- 
ber tire, 50 per pr. 


winchester line, No. 3831, $1.85 per 


pr.; No. 3832, $1.45 per pr. 

Chapin line, No. 103, child's skate, 

75c. per pr. 
SLEDS. 

Flexible Flyer Sleds, 33% per cent 
off factory list. 

Lightning Glider Sleds, 32 in., $1; 34 
in., $1.20; 36 in., $1.35; 45 in., $1.75; 
47 in., $1.90; 52 in., $2.20. 

All prices are net each. 

VENTILATORS. 

Continental line: De - Flekt - Air 
metal center ventilators; No. 63, 
$2.50; No. 87, $3.00; No. 82, $4.70; No. 
117, $4.35 per doz. net. Continental 
wood frame cloth ventilators, No. 
V-836, $2.00: No. V-923, $2.00; No. 
V-937, $2.20; No. V-949, $3.75; No. 
V-959, $4.40: No. V-1537, $3.45: No. 
V-1549, $5.00 per doz. net. Conti- 


nental metal frame cloth ventilators, 
No. 833, $2.50; No. 837, $2.80; No. 845, 
$3.75; No. 1137, $3.45; No. 1145, $4.40: 
No. 1437, $5.00, and No. 1445, $5.00 


per doz. net. 

Diamond E, No. 33. $3 per doz.; No. 
01, $4.40 per doz.: No. 02, $4.80 per 
doz.; No. 03, $5.60 per doz.; No. 1, 
$5.20 per doz.; No. 2, $5.60 per doz.; 
No. 3, $6.40 per doz.; No. 4, $7.60 per 
doz.; No. 5, $8.40 per doz. 

Ww ee Ventilators. 





No. 3, $2.00; No. 4. $2.50; ’ 
$3.00: No. 6: A. $4.00: No. 6B, $4. 50 and 
6C, $5.00. These are list each prices 


and subject to a dealers’ discount of 


334% per cent. 
WIRE PRODUCTS. 


per 100 Ib. Annealed Galvanized 
.. $2 35 





No.. 6 to 9 gage 90 $3. 
No. 10 2.95 3.40 
No. 11 3.00 3.45 
| ee ee - 3.05 3.55 
SS | Sem eo |) 3.70 
ag) | ae rr ee 3.25 3.90 
No. 15 rere: hy 4.20 
No. OS; stvcscethowe sce eee 4.40 
3arbed wire (per 80-rod spool): 
2-point REE - uso b56 SGed oe ceawe 2.74 
ee es Se er er eB ICe ye cee 2.93 
oe | errr rer | | 
BoMGOINE GRETIS § .20ovciedvcccicecsees 2.92 
2-point cattle (special).......... 2.10 
Field Woven Wire Fence (per 100 
rods): 
SE De oniga sOtie ts es noose sae 39.80 
DBMS foGr Hens ci aces son seleee 55.80 
| Sone mere er eearse eer 27.70 
POD Giscace Shasnss ecient wee 37.00 
| ST A een ari rt 35.80 
eee ery tr ee 45.20 
Poultry and rabbit, No. 14% gage: 
ee Sr ee Fe $36.50 
ND BES ois kee ssh ossp a aes sana tes 44.00 
Ws BOD ocho wiekes esse iepe cer 49.00 
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Keep Moving 
the Goods 


Countless tons of hardware 
are regularly hauled from 
Manufacturers’ Plants. On 
to the jobbers to be shipped 
to the dealers—who keep it 
moving to a ready, waiting 
market. 


This ready, waiting market 
is stimulated by the Dealer 
—largely through the prac- 
tical merchandising stories 
and proven sales creating 
ideas furnished him weekly 
by his trade paper, Hard- 
ware Age. 


Hardware Age keeps mov- 
ing the goods. 
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Another Vaughan Hit! and It’s a Winner! 


A LITTLE giant can opener that cuts the top out of all sizes and shapes of 
cans with ease and saves the juice. It stiffens and does not crush the 
can. A geared roller can opener at a startling low price. Check this new 
Kleen Kut Can Opener with any ‘can opener on the market regardless of size 
or price—compare it on features—add to this the Vaughan reputation for 
VAUGHAN'S quality in kitchen tools and you’ll say that here’s a can opener 
that enables you to outsell all competition. 





10 Exclusive Features of Kleen Kut 


. Cuts top out clean, leaving a safety curled edge. 

. Operates with ease and smoothness. 

- Opens all cans, large or small, round, square or oval. 

. Will not shave or splinter edges of can. 

. Cutter is made of high grade tool steel. 

. Excellently finished—all parts polished and _ nickel 
plated. 

. Attractively displayed on individual cards. 

: 8. Nationally advertised to create a demand. 

Genuine tool steel tem- ; U5, A. Evteate 9. The smallest, simplest and most durable can opener 

pered cutter. Special a - on the market. 

roller construction makes 8-15-28 10. Startling low prices—nothing like it to retail for 15c. 

smooth and easy oper- air 

ation. Cuts a safety 

curled edge. Cuts out the 

top of all sizes and shapes 


of cans and saves the AAR VAUGHAN NOVELTY MEG. CO. 


juices. » Mfrs. of Quality Kitchen Tools 
3211 CARROLL AVE., CHICAGO, U. S. A. 





A wonderful kitchen tool and sure-profitable-seller. 
Free sample and prices sent on request to rated firms. 














A Sale that makes 
Future Sales 


Your customer buys a hair clipper and goes ’ 
away. If it pleases him he will come back when 
he needs more goods, for he will remember the 
store where he bought the clipper that pleased 
him. It pays to sell clippers that you know will 
give satisfaction and make friends. 


Brown & Sharpe Clippers, for over fifty years, 
have been the first choice of clipper users. Keep 
on hand an adequate stock for your customers. 


Brown & Sharpe Mfg. Co., Providence, R. I. 


Brown & Sharpe 


The Professional’s Clipper 
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Nine Months’ Cutlery Export 
' Figures Show Slight Decrease 


The cutlery trade during the first nine 
months of the current year showed a de- 
crease of 6.5 per cent in value from the 
figures of a similar period last year. Prior 
to this decrease the trade had been stead- 
ily increasing. Sales in these commodities 
abroad reached a volume of $12,980,560 in 
1928 which represents an increase of 27 
per cent over the 1927 sales of $10,231,827, 
and the 1927 figures in turn represent an 
increase of 8.8 per cent over the 1926 trade 
of $9,405,677. 

While cutlery made in this country finds 
a market in virtually all parts of the world 
—shipments having been made to over 100 
countries during the current year—the 
United Kingdom has been the best market 
for cutlery during the last two and three- 
quarters years. During the nine months of 
1929 under review the United Kingdom 
took a total of $2,956,537 worth of cut- 
lery, 97 per cent of which was safety razor 
blades, or, stated in another way, of the 
total of $5,804,086 worth of safety razor 
blades exported this year, 49 per cent went 
to the United Kingdom. Argentine was the 
second best market this year, 81 per cent 
of her cutlery trade being safety razor 
blades. Germany occupied third place and 
Cuba fourth, the trade in both cases being 
chiefly in safety razor blades. 

The trade in safety razor blades has been 
by far the largest item in the shipments of 
all classes of cutlery, amounting to 75 per 
cent of the total during the nine months 
under review. The principal buyers of 
these blades were the United Kingdom, 
$2,859,430; Argentina, $444,999, and Ger- 
many, $315,726. The trade in “other” cut- 


lery and parts in which is included cutlery 


sharpening devices, has been of second im- 
portance, amounting to 14.1 per cent of the 
grand total. Canada, with purchases 
amounting to $163,756, Mexico $139,076, 
and Brazil with $83,444 worth have been 
the principal markets in this classification 
over this year. 














Demonstrate the Merits of 
Stainless Steel Cutlery 


Oftentimes actual demonstration, 
which brings out the various advantages 


of a new product, is the most effective 


an 


medium for creating the desire of owner- 
ship in the mind of the prospect. While 
a carefully phrased “sales talk,” emphasiz- 
ing the outstanding features, often has the 
desired effect, and the value of the printed 
word for description is well known—‘see- 
ing is believing” to the vast majority of 
people. 

The above paragraph constitutes the ba- 
sis for our contention that hardware deal- 
ers should take pains to demonstrate the 


many advantages of stainless steel cutlery. 


| 


Such a demonstration is easy to arrange, | 


requiring an expenditure of but a few 


cents, and is adaptable to any 
display. 

Simply secure a lemon and insert the 
blade of a stainless steel paring knife in it. 
Do the same with a potato. If a more 
elaborate exhibit is desired, fill one table 
vinegar and another with 
solution and label them 
Then insert the blades of other 


Set 


with 
salt 
cordingly. 
stainless steel knives in the liquids. 


tumbler 
strong 


the exhibit in a conspicuous location in | 


the midst of a good display of cutlery, 
and it is certain to awaken the interest 
of housewives. Such a demonstration will 
long be remembered by women shoppers. 

Some dealers may hold the opinion that 
the general public is fully aware of the 
rust-resisting, non-tarnishing and _non- 


corrosive qualities of stainless steel cutlery, | 
It is 
the very people who haven't heard or | 


but this is an erroneous impression. 


read about it who need to be convinced of 
its merits through a similar demonstration. 
True, they may have heard of “stainless” 
steel, but some like descriptives, as applied 
to new products in other fields by less 
scrupulous manufacturers, have proved mis- 
nomers. It is, therefore, natural, that most 
people will have some misapprehension un- 
til they are shown that “stainless” in this 
instance really means what the word im- 
plies. 


ac- | 


cutlery 





U. S. Pocket Knife Industry 
Celebrates Centennial 
Just 100 years ago the pioneer pocket 
knife plant of the United States was es- 


tablished at Worcester, Mass., by former 
knife manufacturers of Sheffield, England. 

In the of a 
century the industry 


comparative short span 
has made wonderful 
progress, and today the pocket knives made 
by American manufacturers rank with the 
best made in the world. 

Hardware salesmen should bear in mind, 
when offering a pocket knife to a prospect, 
that more than 200 distinct operations are 
required in the manufacturing procedure 
entering into the production of a high- 
grade pocket knife, and that, considering 
this, the asked 


nominal. 


price being is indeed 


The “Kwicksharp” Grinder 
The “Kwicksharp” grinder has been de- 
signed for the home sharpening of knives 
With it, the 
member household 


Says manu- 


the 


and _ scissors. 


of 


facturer, 
can¢procure a sharp edge with minimum 


any 





time and effort. The grinder has been 


sturdily constructed, attractively finished 
and can be mounted with a few screws. 
Spengler-Loomis Mfg. Co., 58 E. Washing- 


ton St., Chicago, II. 








A CUTLERY WINDOW 
DEMONSTRATES DRAWING POWER 





NE Saturday evening in the latter part of Octobe 

a crowd collected on a certain corner of Myrtle 

Avenue in the Glendale’ section of Brooklyn 
N. Y. Ina very few minutes the crowd grew until it 
reached mob proportions. Saturday evening is ot 
course, the shopping night in most residential sections 
and the principal business thoroughfares are usually the 
scene of considerable activity, with many automobiles 
on the streets. In a very short time the crowd gather- 
ing in front of the store on the corner had blocked the 
sidewalk and was overflowing out into the street proper. 
A block away the traffic officer on the corner, observed 
the crowd and sensing something unusual, hurried to 
learn the cause. 

Shouldering his way through a mass of men and 
women, the policeman, finally reached the center of the 
crowd and was astonished to find nothing in the nature 
of trouble. He immediately perceived that those who 
were near enough, were gazing intently in the display 
window of a fine, big hardware store, the establishment 
of Otto Herrmann, Inc., 2743 Myrtle Avenue. Here 
indeed was a display worth looking at. Household 
cutlery in profusion: Carvers of many kinds; 
knives and forks, with handles of many hues; 


sets of 
Amber, 


" 


Blue, Red, Green and modernistic Black, with pearl 
sides; complete table sets containing butter spreaders, 
salad, forks, fruit knives, spoons, cake and pie servers 
and many other items of cutlery for use on the table 
and in the kitchen. The interest of the crowd conclu- 
sively demonstrated the general appeal and drawing 
power of a really good cutlery window. 

It was indeed a wonderful display, beautifully ar- 
ranged by the very competent window-trimmer employed 
by the firm and the women in the crowd as well as many 
of the men were expressing their admiration and desire 
to own some of the many items displayed. Several hun- 
dred housewives and their husbands were suddenly be- 
coming “Cutlery Conscious” and seeing perhaps for the 
first time, a complete assortment of the many beautiful 
cutlery items that manufacturers have recently created 
for use in the home. The window display had been a 
display feature of the store for several days preceding 
the Saturday night mentioned and a sign called attention 
to a special demonstration of cutlery by the manufac- 
turer’s representative Saturday night at eight o’clock. 
This factor aided by the use of other advertising 
media was responsible for the huge crowd. 

(Continued on page 80) 
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Business built on Quality 


is business with a future 


It is an old maxim of good business that 
“The appreciation of quality remains long 
after the price is forgotten.” 

And there is even more to it than that. The 
quality of a piece of cutlery, for instance, is 
forever reminding the user of the high stand- 
ards not only of its maker but also of the 
store from which it was bought. 

It is this constant recognition of quality 
and this constant association of quality with 
the store that deals in quality that makes 
quality business the fine substantial, enduring 


business that it is—the business with an ever 
increasing future. 

J. A. Hencke's is proud of its patronage 
among dealers of the type who recognize 
these principles. They have built our business, 
as they have been building their own, and 
together we have brought to the American 
public a greater recognition of quality, not 
only in cutlery, but in other merchandise that 
dealers in cutlery sell. 


J. A. Henckels, Inc., New York 


J.A.HENCKELS 


World famous for 


TWIN 


TWIsn WORKS 


everotain 


Grape Fruit Knife 













No. W8067—Milled Double Edge Grage-Fruit Knife. 
314,” Stainless Steel Blades, sharp milled edges, Shaped 
Cocobolo Handles, Brass Rivets and Burrs. Packed 1/2 
dozen in attractive, easel-back display box. 


Order Thru Your Jobber 


THE ONTARIO KNIFE CO. 


FRANKLINVILLE, N. Y. 












fine cutlery since 1731 


BRAND 


SOLINGEN 








PREF ERRED 
EVERYWHERE 


Hardware dealers and jobbers find Advantage 
Profit. and Satisfaction in selling OSTER 
Clippers. 

They know that the OSTER Line meets in- 
dividual requirements and that the OSTER 
quality supplies the universal need of clipper 
dependability. 

They know that the OSTER Clippers. sell 
easily because they serve well and thus do they 
become highly profitable. 

The OSTER stands alone. 
You cannot buy better clippers 
—no matter what price you 
pay. 











When you stock 
OSTER Clippers, 
you kno w-—and 
your customers 





TWELVE 


j ~ PATTERNS 
will soon find 0 
CHOOSE 

out — that Fro 


you have 
the best. 


Get our 
proposition. 


JOHN OSTER MANUFACTURING COMPANY 
RACINE, WISCONSIN 
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SOOO OO OOO OOOO | 


PR: UTILITY FILE. 
PIKE 


This It 
Counter Holds 
the File 
and 

Tells 

the 
Different 
Uses 








Display 
Gets 
Attention 
and 
Makes 
Sales 





« SECTIONS 


SICKLES mac R 
ASS HOOKS ALL HEAVY FILING 
HOES SCV THES 


EDGERS SHOVELS 


The PIKE Red Head Utility File hits corners that ordi- 
nary files won’t reach—cuts metals on which most files 
slip, and puts the keenest kind of an edge on ALL cut- 
ting tools and implements printed on the Display Stand. 


A wonderful seller to shop mechanics, farmers, black- 
smiths, and home owners. Made from the same fast- 
cutting abrasive that has made PIKE India Oilstones 
famous the world over. 


Light weight, sure-grip handle, extreme durability. 
Size: 1314 inches long, packed one dozen, including 
display stand, in strong, corrugated box. Good Profit. 
If your Jobber cannot supply you, write to us and men- 
tion his name. 











PEK E MANUFACTURING CO. 
Pike, New Hampshire, U. S. A. 


Manufacturers of Sharpening Stones and Specialties for | 
Over 100 Years 


00000000000000000000_ 


Cutlery Window Demonstrates 
Drawing Power 


(Continued from page 78) 


Inside the store another fine display of cutlery was 
arranged and while people waited patiently for the 
demonstration to start, there was plenty of opportunity 
for inspecting the interior display. The display was 
allowed to remain in the window for a week following 
the demonstration and several sizable sales of cutlery 
were made in the interim. The sales producing effects 
of the event continued to be reflected in the increased 
sales of cutlery during the holiday season. 

This neighborhood can be considered just the average 
one, populated by people of modest means; good hard- 
working Americans, who expect and receive value for 
their money. The event made them aware that this store 
is well equipped to satisfy their cutlery needs and the 
firm has profited through its foresight. Several chain 
stores are located in the immediate vicinity but they are 
not worrying the progressive, wide-awake men who oper- 
ate this hardware store. Naturally there is a moral to 
this tale; show them good cutlery in the proper manner 
and folks will buy it and be glad for the opportunity. 
It is just too bad that the dealer who always says: “You 
can’t sell good cutlery in my store—they want cheap 
stuff,” can’t be convinced thatthe is laboring under a 
false impression. 


Exports of Hand Tools Are About the 
Same as in 1928 


A recently released compilation of the exports of 
hand tools, issued by the U. S. Department of Commerce 
shows that totals for the first eight months of 1929 are 
about the same as in the same period of 1928. The table 
which appears below shows the exports of hand tools 
thus far, this year in comparison with the same period 
of last year. 


U. S. Exports of Hand Tools, January to August, inclusive, 1928 and 1929: 


1928 1929 
Unit Quantity Value Quantity Value 
Axes (breadaxes and 
hand axes) ...... Doz. 68,928 $700,555 67,350 $733,720 
*Hack-saw blades Gross : 187,195 860,942 
*Shelf and hardware 
a eer eo No. 446,988 432,640 
**Other saws except 
hack saws .....:. 1,457,808 207,189 
Augers and bits, wood- 
WOE sabes 600s Doz. 57,086 196,370 53,723 174,288 
Files and rasps...... Doz. 1,761,963 2,073,480 1,662,301 1,933,499 
Hammers and hatchets Doz. 48,370 230,332 49,370 270,299 
# Hand hoes and rakes No. 235,564 92,884 246,538 103,600 
Drills and reamers... 456,195 633,641 
Taps, dies, screw plates 
and pipe stocks.... 915,588 
Pipe stocks, pipe dies 
and pipe cutters... 460.472 
Other thread cutting 
dies stocks, screw 
plates, taps and dies 778.419 
Other _metal-working 
machine tools ..... 867,862 834,601 
Shovels and spades... Doz. 24,523 248,193 20,697 215,850 
CC errr No. 33,237 136,712 30,396 137,919 
*Automotive wrenches. 236.540 
*Other wrenches (ex- 
cept automotive)... 820,267 
Mechanics, and other 
hand tools. n. e. s. 6,642,437 6,134,582 


$14,968,468 


TOTAL $14,018,416 

*Not separately classified prior to January 1, 1929. — é 

**Classified in two groups prior to January 1, 1929, as (wood-cutting saws) 
and (metal-cutting and other saws). 
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The 
Weighmaster 


Automatic Scales 


HANSON SCALE CO. 
Established 1888 
523 N. Ada St., Chicago 
Makers of Health, Kitchen, Utility, Diet, 


Postal, Nursery, and Dairy Scales, Hang- 
ing Balances, Scoops and Attachments. 





The Gem Sells Itself 


With This Display 


‘on Your Counter 


H E customer 

who comes in 
to purchase other 
things pauses to 
buy a Gem or Gem, 
Jr. The Gem dis- 
play means extra 
sales. 


All customers like 
these handy  nail- 
' clippers because 
| they trim nails and 
hang-nails perfectly, 
and work = asily 
with either hand. 





USED EASILY WITH EITHER HAND, 
HAS FILE AND CLEANER -CUTS CLEAM, 
TRIMS HANGNAILS PERFECTLY 


NAIL CLIPPER 











—— 





<i Gem 50c. 





The only nationally advertised nail clippers. Copy ap- 
pears regularly in The Saturday Evening Post, Collier’s, 


and Judge. 
ei Transparent Du Pont “Cellophane” 
—" protects them from rust, dust and 


tarnish. 

The convenient prices—35 and 50 
cents—appeal to every customer. Get 
a Gem display from your jobber to- 


—~> 
on a) 
= day, and catch those extra sales. 


THE H. C. COOK CO., Ansonia, Conn. 


















Kitchen Scale 
No. 1170 


Marathon 


on your counter 
means PROFIT 


in your 


blades that 
shave a_ man’s 

chin CLEAN 
many times! Packed 
in cartons or on cards! 
Every sale PROFITABLE 
and they DO come back 


packages, of ee for more! This is YOUR 
10 of 10’s, ffs aa 
age cellophane-wrapped blade for 1930. 


Write today for samples and prices. 


MarRATHON RAzor BLADE ComPaANy, INC. 
121 Coit Street Irvington, N. J. 








Cultivate Cutlery 



















The keen dealer realizes clean-cut profits from his cutlery stock. 
A pleasing portion of his income is obtained from his knife sales. 


Whet your knowledge on the Hardware Age grindstone 
Profit by the cutlery articles. 
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<< EDLUND % 
& EGG BEATER 


Made by the Manufacturers of 
EDLUND CAN OPENERS 


Easy to operate— 
smooth running—beats 
freely. Unusually 
strong—precision 
made —a_ guaranteed 
product. A quality item 
at a popular price. At- 
tractively made and 
packed for quick re- 
sale. 
Write for 
prices and samples 





Other lines include the famous 


EDLUND ‘gi CAN OPENERS 
EDLUND JUNIOR “0vseHo.o 


EDLUND COMPANY 


BURLINGTON, VERMONT 











CHRADE SAFETY 
Push Button Knife 


No Breakingof 
ager nails 


Push the button and the blade opens auto- 

matically. Safety slide locks the button with the blade 
open or closed. DOUBLE-LOCKED—the only Safety 
Knife that is actually Double Locked. It requires two 
motions to unlock and open the knife—therefore safe, 
both conveniently done with one hand. 


TRADE eriast oa MARIA 


SCHRADE CUTLERY co. Walden, N. Y. 


Also manufacturers of a complete line 
of Schrade regular type pocket knives. 
Send for Catalog E. Factories: Walden, N. Y.—Middletown, N. Y. 




















Massachusetts Store Evolves 


Unique Cutlery Sales Plan 


MULATING the example practised by manufac- 

turers of cutlery who provide their salesmen with 
sample rolls of cutlery to lay before the dealer, J. Russell 
& Co., Holyoke, Mass., are using the same method with 
gratifying results in their retail hardware store. They 
have simply varied the plan to suit retail requirements 
and their salesmen equipped with sample rolls of cutlery 
call directly upon the housewife. 





RON & STEEL J. Russpu & Co lt Mina SUPPLIES 
AUTOMOTIVE fou PMENT re — Te, NC. TOOLS FOR mut TRADES 


PAINTERS SUPPLIES | BUILOERS HARDWARE 


BLACKSMITHS, ~pergas DISTRIBUTORS of HARDWARE CONTRACTORS SUPPLIES 
FARMING TOOLS ETAL tat ” 
ped HOLYOKE, Mass, November 26, rsz9" Po aig 

= neo. aren vO 
SARS AD 


Mrs. Harry ¥. Partridge, 
47 Wellesley Road, 
City. 


Dear Kedame 


Is your kitehen properly Cutlery-ized? An adequite 
assortment of Knives is as essential in the modern kitchen as 
the reny labor saving devices which are now recognizei as 
necessities. 


Realizing this, and in order to save you a special 
trip, we have asked our cutlery mam, Mr. Charles Burns, to call 
ani show you the "Russell® line of “Green River" cutlery. This 
line hes had public approval for 90 years and is guaranteed to 
your complete satisfaction. 


hope you will favor Mr. Burns with a short interview. 
Besides Ps  eRoved Blue Arrow” line of kitchen cutlery he will 
have many unusual suggestions for Christms Gifts. 


Ag Mr Pie es 


& CO., INC. 


This is a photographic reproduction of the letter sent out 

by J. Russell & Co., retail hardware merchants, Holyoke, 

Mass. For convenience to the reader it appears at the 
end of this article. 


To pave the way for the salesmen, a letter identical 
to the one reproduced herewith is sent to each house- 
wife’ prior to the salesman’s visit. This preparatory 
measure has a tendency to lessen the natural antipathy 
sometimes encountered by outside salesmen and in the 
majority of instances the salesman is welcomed. House- 
wives are grateful for the opportunity provided to inspect 
the newer cutlery items in their own homes, without 
having anything else to distract their attention. As a 
rule, they find it hard to resist the impulse to buy when 
cutlery is shown under such advantageous circumstances. 

The men who were selected as cutlery representatives 
for the store are carefully chosen for diplomacy and 
personality, especially and are compensated on a straight 
salary basis. Stuart A. Russell, who devised the plan 
recently, said: “The first salesman we sent out sold 
enough cutlery during his first two days on the job that 
the profit provided his salary for the week.” The sales- 
men carry two different cutlery rolls, one of household 
cutlery, including items for the table and kitchen, and 
consisting of about twenty-one numbers, while the other 
roll embraces about thirty items used by butchers, etc. 
If the salesmen tire momentarily of calling on the house- 
wives, they can switch to the “butcher” roll and call on 
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butcher shops, hotels, bakeries and other stores who use 
special cutlery in sizable quantities. 

The fact that this store has been so successful in using 
the plan is sufficient to recommend it for the considera- | 
tion of other hardware merchants. 


The letter reads as follows. 
Mrs. Harry W. Partridge, 
47 Wellesley Road, City. 
Dear Madam: 

Is your kitchen properly cutlery-ized? An adequate 
assortment of knives is as essential in the modern kitchen 
as the many labor saving devices which are now recog- 
nized as necessities. 

Realizing this, and in order to save you a special trip, 
we have asked our cutlery man, Mr. Charles Burns, to 
call and show you the “Russell” line of “Green River” 
cutlery. 
and is guaranteed to your complete satisfaction. 

We hope you will favor Mr. Burns with a short inter- 
view. Besides the “Royal Blue Arrow” line of kitchen 
cutlery he will have many unusual for 
Christmas Gifts. 


suggestions 


Sincerely, 
Stuart A. RUSSELL, 
J. Russell & Co., Inc. 


Solicitations by Telephone Moves 
Odd Lots Quickly 


For the purpose of moving small lots of odd goods, 
one dealer has instituted a special telephone service. Cus- 
tomers who wish to be called by telephone whenever the 
store has a bargain of some kind to offer, ask to have 
their names put on a special list. 

The store then gets in touch with them at irregular 
intervals and describes the merchandise that it has to 
offer. If the customer is interested, the things are either 
sent to her home on trial or else they are reserved until 
she calls to inspect them. Merchandise offered by tele- 
phone is not advertised. 

The economy of the plan and the fact that no adver- 
tising expense is involved, makes it especially attrac- 
tive. Furthermore, salespeople can be profitably employed 
as telephone salesmen by being put to work telephoning 
to the persons listed during dull periods of the day. 


The old storekeeping policy of waiting for people to 
come in and ask for merchandise is on the way out. As 
a policy it is economically unsound because it is based 
on the assumption that the customer always knows what 
he wants and where to get it. It fails to take into con- 
sideration the fact that new wants can be created by 
informing people concerning articles they know little 
or nothing about. Customers are not mind readers; they 
are merely normal human beings. 


* *«* * 


A dictionary is full of words, but it can’t talk. 


This line has had public approval for 90 years | 











FROM NOW-ON 


STOCK, RECOMMEND and SELL 


~R. MURPHY’S 


STAY-SHARP KNIVES 
The Standard of Excellence for 80 Years 


The line is complete—designed to meet the demand of the 
many trades represented in this cut— 











= 


Roofing Knife 





Clas Knife 





Shirt Cutters and Pattern Makers Handles and Blades 


As you present a knife across your counter to mechanic or layman, 
with the comment-—‘‘This is an R. MURPHY KNIFE!'*—he knows, 
almost invariably, as you do—that, it is the finest knife he can use 
in shop or home for its designed purpose. Now is the time to stock 
up and keep the stock up. Write for Complete Catalog, prices, etc. 


Robert Murphy’s Sons Co., Ayer, Mass., Est. 1850 











THE “BIG PROFIT” voce 


Jobbers have multi- 
plied their 1929 sales 
in scissors and shears 
with this modern as- 
sortment of “TVORY- 
TONE” shears in its 
novel display cabi- 
net. Note retail offer. 


CLEAN 
SHEARS 


— 
IVORY TONE HANDLES 
KEEP CLEAN 





THE POPULAR 


50c 


SELLER 





This original and prac- 
tical cabinet grips each 
Sheur securely until re 
leased by the purchaser. 
Ships perfectly. No. 7340 
Assortment contains | dozen famous Oval brand “Ivory. 
tone” lacquered (4 ea. pink, white, blue) shears, 6”, 7”, 
8” sizes. 
pep” RETAILERS can place an original order for 
cae CABINET to be billed through their 
Jobber. 


SALES PHOTOS FREE TO JOBBERS 


THE ACME SHEAR °° 


* 100-800 Hicks Street 
BRIDGEPORT, CONN&CTICUT 


ornrp.ay 
We____ ONE SHEARS: ( 


’ 





Cabinet Assortment No. 7340 
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How the Greatest Kingdom on Earth was Lost 


(Continued from page 47) 


4, 1776, was the date which marked the end of the 
Colonial Era in America. March 20, 1778, inaugurated 
its national career. Afterward Franklin remained in 
France as the Ambassador of the United States. 

Every American, every patriot, should read Fay’s 
book. Every old man who feels that his time of use- 
fulness is over should read this book. Every man who 
is without friends, who is the object of attack and 
calumny, every man without money, every man who is 
down and out, should read this book, and see how the 
greatest came that has ever been played in politics in 
this world—a game for the greatest stake—was played 
by an old man. 

There is just one thing, and this is an interesting bit 
of history, that Franklin did not accomplish. One of his 
terms of settlement with England at the end of the war 
was the annexation of Canada. Jf the matter had been 
left in Franklin’s hands there is no question that Canada 
today would have been a part of the United States. His 
colleagues, however, did not have the patience of Frank- 
lin. They were worn-out by the long drawn out nego- 
tiations. They wished an immediate success. They could 
see the Colonies celebrating. They could see the bon- 
fires. They lacked the old man’s wisdom and the old 
man’s patience. England was so anxious for peace that 
the best authorities agreed that if the negotiations had 
been left entirely to Franklin, and his advice had been 
followed, Canada and the United States today would 


have been united. 
3roke, criticized, misunderstood, down and out at the 








Builders Hardware Exports Increased 
in Recent Months 


Figures just made available by the U. S. Department 
of Commerce indicate that exports of builders hardware 
have increased during the first eight months of 1929. 
A table giving the exports by classifications and in com- 


parison with last year follows: 





1928 1929 
Unit Quantity Value Quantity Value 
ee ee Doz. 128,587 $323,239 115,744 $311,753 
Door locks and lock sets Doz. 39,843 318,429 47,005 395,560 
Cabinet and other locks Doz. 110,225 245,955 117,662 240,783 
Hinges and butts, iron 

OP GRRE cctissacse Doz. prs. 394,503 365,608 331,155 363,485 
Other builders’ hard- 

A ee 1,082,392 1,314,336 
Furniture hardware... 246,207 312,414 
Saddlery and _ harness 

MOPEWETE onc ccccce 157,953 122,214 
Car and marine hard- 

RP tas sehen pk aoe 152,868 144,728 
Hardware of brass and 

NE oxen keds 458,059 
Hinges and butts of 

brass or bronze..... Doz. prs. 25,745 70,067 
Other hardware of brass 

2 ee 648.695 
Other hardware....... 2,762,592 3,414,169 

ot $6,113,302 $7,338,204 





age of seventy, one of the greatest world immortals at the 
age of eighty. This is the story of one of our great 
Americans. What better example could one have than 
Franklin’s life for courage, loyalty and perseverance. J 
have read many biographies, but there is no case within 
my memory*equal to the record of this son of a candle 
maker in Boston, who afterward became the friend of 
kings. 

Franklin was very human. It was noticed when in 
Paris he went to sign the treaty with France that he 
wore an old brown suit. It was too small for him. It 
was out of fashion. It turned out, upon investigation, 
to be the same brown velvet suit that he had worn in 
England at the meeting at Cockpit Tavern before the 
Privy Council. It was the same suit in which he had 
sat patiently and been reviled by the English Solicitor 
General. It was just like Franklin to put on and wear 
this same suit, when he was called upon to-take part in 
his greatest triumph—the signing of the alliance be- 
tween the United Colonies and France. 

Possibly I may be wrong, but I do not believe, even 
if I had tried, that I could have found a better subject 
for a New Year’s article than this story which I read in 
the small hours of the night while I was fighting off 
pneumonia. 

We wish all of our good friends more time for read- 
ing, reflection and meditation and less time for the mak- 
ing of whoopee, and in addition to express the hope that 
you will all be careful not to get your feet wet. 





Distribution Costs Shown to 
Vary with Order 


What happens to distribution costs when an item 
ordinarily selling for $2 a dozen is sold in varying 
quantities is shown by a table recently released by the 
National Wholesale Druggists’ Association. When sold 
in one-twelfth dozen lots, operating costs amount to 
74.79 per cent of selling price; when sold in one-sixth 
dozen lots, the corresponding percentage is 40.83; and in 
one-half dozen lots, it is 18.19. In one dozen lots, the 
percentage is 12.53; and in the full case it is 7.93. The 
table below gives the variations in these costs for the 


different quantities : 
1/12 doz. 1/6 doz. 1/2 doz. 1 doz. Full Case 
Selling Price per Unit Indicated $.17 $.33 $1.00 $2.00 $6.00 
Operating Costs in Per Cent of Selling Price 
9 





Receiving and Shipping....... 49 j 4 -49 .49 
ce SPOGES . Gcckwviess esas 5.04 2.52 .84 -42 .14 
EE Ga tis's5 a ba eas web ane .67 -67 -67 -67 .67 
eae ee ee ee 7 .70 .70 .70 .70 
EE da tccankdcsu vances & 14.88 4.96 2.48 pnd 
COI | hiaids «ct bessalee's 24 She 1.38 1.38 1.38 1.38 
ee ae 12.84 4,28 2.14 Pg 
Billing and Pricing... 3.72 1.24 -62 al 
Executive and General 3.63 3.63 3.63 3.63 
MMS. Se Sloe Ge wae cma hiss 40.83 18.19 12.53 7.93 
Interest on Customer Interest 
on Customer Financing for 
PP METE aiadadsnnces ose ond 1.00 1.00 1.00 1.00 1.00 
TER o6 craic dda db aorxs 75.79 41.83 19.19 13.53 8.93 


—Trends and Indications. — 
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How Individual Retailers Can Stay In Business and 
Make More Money 


(Continued from page 55) 


safe? Have we got any covering on 
the floor? Are your departments 
grouped right? 

Better stores all over the country 
are modernizing. They are putting in 
new store fronts. They are making 
over the interior, lay-out and arrange- 
ments. They are cutting down the 
shelving and taking out counters. 
They are putting in display tables and 
other types of fixtures which give a 
maximum of display. Women like 
these better stores, because they are 
more convenient, more colorful. They 
are in line with modern homes with 
their convenient, colorful kitchens, 
new bathrooms and new laundries. 

Women who are spending the 
money in stores these days are insist- 
ing on conveniences, comfort and 
color. They like color, they want 
plenty of light to enable them to see 
what they buy. 

I have been in enough of these 
places, good and bad, to be able to 
know what you are going to look like, 
what the store is going to look like, 
by looking at the outside. If it is one 
of these old places, your desk is off 
in a corner-and piled high with stuff 
you never looked at and never will. 
You think you are desperately busy 
and can’t give three minutes, but you 
are not doing anything worth while. 
Your store is loaded with obsolete 
stock. You are worried about it, but 
you won't take decisions. I can go 


upstairs and down, and nobody will 
speak to me. They won't even smile 
at me. And if I stop to ask for some- 
thing, they don’t know anything about 
it except the price! 

You must modernize your store. 
Clean up, light up. This is the Jubilee 
Year of Light. Fifty years ago, Edi- 
son invented the incandescent light. 
Some of you don’t know it yet. Don't 
laugh at me. With electricity in 
towns, you still have gas fixtures. I 
was in a store the other day where 
the merchant went ahead and pulled a 
light cord. When we had discussed 
things at one counter he turned off 
the light and then lighted the next 
one. The cheapest thing he used is 
light but he won't use enough of it. 
People are like moths—they go where 
the lights are the brightest. 

Another thing you will have to do 
is stop buying what suits you. Stop 
buying the things we would like to 
sell, and make up our minds that you 
will carry the things our customers 
want. 

I was in a meeting of merchants 
the other day where the Governor of 
Ohio was speaking. He said, “Gentle- 
men, Mrs, Citizen-of-Ohio owns your 
store.” I have a clipping here that 
says, “The customer is King.” Well, 
he is all wrong. The customer is 
Queen, for women are spending 92 
per cent of the money that is in the 
pay envelopes of this country. 





Simplified Practice Plan 
Receives Industry Support 


To determine the degree of adherence 
which various industries are according 
their simplified practice recommendations, 
periodic surveys of production are con- 
ducted by the Division of Simplified Prac- 
tice of the Bureau of Standards, Depart- 
ment of Commerce, in conjunction with 
the Simplified Practice Standing commit- 
tees of the respective industries. 

Such surveys recently conducted indi- 
cated that the degree of adherence amount- 
ed to the following percentages of the 1928 
production: Simplified Practice Recom- 
mendation No. 55—Tinware, galvanized 
and japanned ware, 90 per cent; Simplified 
Practice Recommendation No. 73—One- 
piece porcelain insulators, 91 per cent; 
Simplified Practice Recommendation No. 
76—Ash: handles, 89 per cent; Simplified 
Practice Recommendation No. 77—Hic- 
kory handles, 80.5 per cent. 

Many constructive suggestions as to fur- 
ther eliminations from or additions to the 


simplified lists of sizes were also received, 
which comment will be given full consid- 
eration by the members of the respective 
industries at their next revision meetings. 


Stainless Steel Declines 
in Pittsburgh District 


Prices of low-carbon stainless products 
have been reduced at Pittsburgh from Ic. 
to 6c. per pound and quantity differentials 
for large lpts have been instituted, effec- 
tive immediately. 

This reduction is the direct result of the 
recent cut in the ferro-chrome price. A re- 
grouping of the various mixtures also has 
been effected. The new classification of 
grades containing .12 of 1 per cent car- 
bon and under include four ranges of 
chrome, as follows: Fifteen per cent and 
under; over 15 per cent to 18 per cent, 
inclusive; over 18 per cent to 23 per cent, 
inclusive; over 23 per cent to 30 per cent, 
inclusive. 





Mlayaole Hammers 
have Buying Appeal. 


When a customer 
takes one in his 
hand. hefts it, swings 
't, and tests its re=- 
markable “hang.” 
he Knows instine- 
tively that it’s his 


hammer. 


You'll sell more hammers if you 
display and recommend Maydoles. 
Your jobber can supply you with 
_ standard assortments or the styles 


and weights you need. 
Write for free supply of Pocket 
Handbooks 23'*C” 


MZ YOUR peepee | SINCE 21843 


Naydole 
te act 


The David Maydole Hammer Co. Norwich NY 





























86 HARDWARE AGE for JANUARY 2, 1930 








Hot of the Nail Ke 


Little yarns that others have laughed 
over culled from various sources. As a , 

contemporary puts it: “Some of them Ye. \ 
have been copied, the rest will be.” 











A certain well-known business man 
who is noted for his quietness, was in 
a Pullman smoker when the general 
pest, well known for his inquisitiveness, 
approached him and attempted to start 
a conversation with this. question: 
“How many people work in your of- 
fice ?”” 

“Oh,” replied the quiet gentleman, 
getting up and throwing his cigar 
away, “I should say, at a rough guess, 
about two-thirds of them.” 





“Well, now, what time do I have to 
git to work mornings?” asked the new 
hired man. 

“Any time you like,” respuuded 
Farmer Fumblegate, “so’s it ain’t later 
than half-past four.” 





“T am satisfied on one thing at last; 
I found where my husband spends his 
evenings,” remarked Mrs. Gadabout. 

“You don’t say so, dear; how did 
you find out?” questioned the excited 
Mrs. Gossip. 

“I stayed at home one evening last 
week, and found him there,” answered 
the satisfied lady. 





After the last of the dinner guests 
had taken their departure, Mrs. Dor- 
gan rang for the cook. 

“Nora,” she began, “I found a rubber 
glove in the soup tonight.” 

“Oh, thank you, mum!” was the 
grateful reply. “I thought I’d lost it.” 





Film Magnate—Who’s that runt? 

Director—Why, that’s Napoleon. 

Film Magnate—Why did you get 
such a little man to play such an im- 
portant part? 





“We got a hen over to our place that 
laid an egg six inches long.” 

“Aw, that’s nuthin,’ we can beat that 
over to our place.” 

“How ?” 

“With an egg-beater, of course.” 





Villager — “I like your preaching, 
vicar. I learn a lot from your ser- 
mons.” 

Vicar—‘I’m very glad to hear that.” 

Villager—‘“Yes; until I heard what 
you had to say on Sunday I always 
thought Sodom and Gomorrah were 


man and wife!” 





Grocer Jim—My wife explored my 
pockets last night. 

Friend Tom—What did she get? 

Grocer Jim—About the same as any 
other explorer—enough material for a 
lecture. 





Irate Theater-Goer: Usher, usher, I 
can’t find anything about the play in 
this program. 

Condescending Usher: Sorry, sir, but 
we had to make room for two new ads. 





A three-hundred-pound man_ stood 
gazing longingly at the enticing display 
in a haberdasher’s window. A friend 
stopped to inquire if he was thinking 
of buying the marked-down lavender 
silk shirt. 

“Gosh, no,” replied the fat man, wist- 
fully. “The only thing that fits me 
ready-made is a handkerchief.” 





Flying from New York all day, just 
looking down on beautiful lands and 
prosperous towns, then you read all this 
sensational collapse of Wall Street. 
What does it mean? Nothing. 

Why, if the cows of this country 
failed to come up and get milked one 
night, it would be more of a panic than 
if Morgan and Lamont had never held 
a meeting. Why an old sow and a 
litter of pigs make more people a living 
than all the Steel and General Motors 
stock combined. 

Why, the whole 120,000,000 of us 
are more dependent on the cackling of 
a hen than if the stock exchange was 
turned into a night club— WILL RoceErs 
in New York Times. 





Complaint is made that some cross- 
word puzzles are too difficult. What 
girl, for instance, could be expected 
to guess that “worn on the finger” may 
mean a thimble? 





Dairyman—“Yes, this is the very 
latest type milking machine.” 

City Lady—“But do you think any 
of these machines make as good milk 
as cows do?” 





Mae—She may not be beautiful, but 
she’s resourceful. 

Vera—How come? 

Mae—She forgot her powder puff 
yesterday, but she wasn’t fazed. She 
powdered herself with a marshmallow. 





Landlord (to impecunious dentist) : 
“But can’t you do something towards 
paying off all this rent that’s due?” 

Dentist: “Well—er—I could pull out 
a tooth a day, you know, until it’s paid 
off.” 





WHY TEACHERS GET MARRIED 


Question: “What are glaciers ?” 

Answer: “Guys that fix windows 
when they are broken.” 

Question: “What is a peninsula?” 

Answer: “A bird that lives on ice- 
bergs.” 

Question: ‘‘What is a volcano?” 

Answer: A mountain with a hole in 
the top. If you look down you can see 
the creator smoking.” 

Question: “Why does a dog hang 
out its tongue when running?” 

Answer: “To balance its tail.” 

Question: “What is steel wool?” 

Answer: “The fleece of a hydraulic 
ram.” 

Question: “What are the Christian 
nations ?” 

Answer: 
words.” 

Question: “What is etiquette ?” 

Answer: “Saying ‘No thank you’ 
when you mean ‘gimme.’ ” 


“Those that use cuss 
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A Trying Moment for Selling Ability 


The true test of selling ability comes after a sales- 
person has shown a customer every courtesy, has been 
patient about taking out and demonstrating the stock, 
and has worked hard to make the sale, only to have the 
customer say, “I don’t believe you have what I want. 
I'll go over to Blank’s,” 

Instead of showing irritation or poor sportsmanship 
because of the loss of the sale, the experienced sales- 
person, with an eye to building good-will and getting the 
customer back into the store again, will say, “I’m sorry 
I couldn’t find just what you wanted. We will have 
another supply in next week and I’d like to show them to 
you. Come in again, won’t you?” 

When the salesperson finds that a customer is not 
going to buy, he should not show disappointment by 
looking glum or downcast. He must not be snappy or 
“sassy” and start putting the stock away as though he 
had lost all interest in the customer. It is the “‘success- 
ful” salesman who will do his best to show good nature, 
express good feelings and always close with a polite and 
sincere invitation to come again. 


“Elm City” Electric Clocks 


The “Elm City” line of popularly priced electric clocks has 
been placed on the market by The New Haven Clock Co., New 
Haven, Conn. There are many models, all having a simple, 
synchronous motor which operates a dependable clock move- 


All moving parts of the motor are sealed in a metal 


ment. 
All mantel and 


case where they turn silently in an oil bath. 





wall clocks are constructed to permit convenient setting and 
starting from the dial without getting at the back of the clocks. 
The clocks have cord and plug. Illustrated is the “Tambour 
No. 90” model, having a 5%4-inch silvered dial, convex crystal, 
mahogany-finished case and a large sweep second hand. This 
model is 914 inches high and 20 inches wide. 


The Test-O-Lite 


A useful instrument for testing the presence of electrical cur- 
rent is manufactured by L. S. Brach Mfg. Corp., 127 Sussex 
Ave., Newark, N. J. The Test-O-Lite can be used to test the 





ignition of spark plugs, to locate major trouble in a radio set, 
to show polarity when used on DC current and to locate burned- 
out fuses. It is manufactured for AC or DC with a range of 100 
to 500 volts. 


Electrical Goods Section 
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% BAKATAX, Rust ceases to * 
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For BAKATAX are put through = 
a special process which makes them 
RUST-RESISTING. Send 
for sample, paper. 











GEO. BAKER & SONS, INC. 
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ss 1A box chock 
‘| 4 full of friend- 
|} | ship for your 
| Store. 





How many tacks in a box? Just so many 
emissaries of either good will or indiffer- 
ence. 


Every Atlas box is “chock full” of good 
honest quality tacks. Just so many clean 
cut, sharp, serviceable tacks that please 
every customer. 


A box “chock full” of friendship for your 
store, and for your other merchandise. 


Stock them. You will never lose a friend 
through an Atlas tack or small nail. 


ATLAS TACK CORPORATION 
Fairhaven, Mass., and St. Louis, Mo. 











Your space reservation for the 
SPRING BUYING NUMBER, 
published February 6, 1930, 
is cordially invited. 
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A RESPECTED 
NAME 


DURING twenty years, the demand for Hall 
products has increased tremendously. Every- 

where, people have learned that the Hall trademark eliminates guess-work 

when purchasing hardware. Our trade-mark is a guar- 

antee of dependablequality in the product. 

Are you cashing in on the business-winning value 
of this name? At the start of this year, it would pay 
you to investigate this line, and to find out what other 
hardware dealers already know about Hall products. 
Hall can help you make 1930 a more profitable year. 
Better write for our new catalog today. 


HALL MANUFACTURING CO., Cedar Rapids, Iowa 
















Have eleven 
specific and 
distinct 
advan- 
tages and 
every one a 
selling argu- 
ment. Write 
for literature. 








General Wheelbarrow Company, Cleveland, Ohio 








SEAMLESS TUBING— 


Lengths and Coils 





Dehydrated Tubing for Refrigeration Use. 
“Extra Heavy” Tube for Oil Burner 
Installation 


Immediate delivery. Send for prices. 

















QUICK! 


One operation—no separate fluxes, acid or pastes—the 
flux is right in the core Simple, sure, ideal for the 
soldering needs of mechanics, farmers, electricians, home- 
handcraftsmen, housewives, boy-builders-—every hardware 
customer. A complete line of solders for every purpose, 
backed by many years of national advertising. 


From all jobbers. 
KESTER SOLDER CO. 
4205 Wrightwood Ave., Chicago, III. 
Established 1899—Formerly Chicago Solder Co. 


KESTER 


SOLDER 


ROSIN-CORE PASTE-CORE 
METAL MENDER RADIO SOLDER 








COMING HARDWARE 
CONVENTIONS 


AMERICAN HARDWARE MANUFACTURERS ASSOCIATION AND 
SouTHERN HarpWarRE JopBers’ AssocIATION Jo1nT Con- 
VENTION, Galveston, Tex., April 7, 8, 9, 10, 11, 1930. Charles 
F. Rockwell, sec.-treas., 342 Madison Ave., New York. 

ARKANSAS RETAIL HARDWARE ASSOCIATION CONVENTION, 
Marion Hotel, Little Rock, May, 1930. Exact date to be 
decided later. L. P. Biggs, sec., 815 Southern Trust Bldg., 
Little Rock. 

CALIFORNIA RETAIL HARDWARE AND IMPLEMENT ASSO- 
CIATION, San Francisco, Feb. 18, 19, 20, 1930. Headquar- 
ters, Hotel Whitcomb. LeRoy Smith, sec., 112 Market St., 
San Francisco. 

ConNECTICUT HARDWARE ASSOCIATION CONVENTION, 
Hotel Bond, Hartford, Feb. 18-19, 1930. Henry S. Hitch- 
cock, sec., Woodbury, Nutmegger Party Feb. 19. 

HARDWARE ASSOCIATION OF THE CAROLINAS CONVENTION, 
Myrtle Beach, S. C., June 10, 11, 12, 1930. Arthur R. 
Craig, sec.-treas., 804-6 Commercial Bank Bldg., Charlotte, 
N. C. 

IpAHO RETAIL HARDWARE AND IMPLEMENT DEALERS AsS- 


| SOCIATION CONVENTION, Pocatello, Jan. 28, 29, 30, 1930. 








E. E. Lucas, sec., Hutton Bldg., Spokane, Wash. 

InL1no1is RETAIL HARDWARE ASSOCIATION CONVENTION 
AND ExuIsiTIoNn, Hotel Sherman, Chicago, Feb. 11, 12, 13, 
1930. Paul M. Mulliken, managing director, Elgin. 

INDIANA RETAIL HARDWARE ASSOCIATION CONVENTION, 
Manufacturers Building, Indiana State Fair Grounds, In- 
dianapolis, Jan. 28, 29, 30, 31, 1930. G. F. Sheely, sec., 
911-913 Meyer Kiser Bank Bldg., Indianapolis. 

Iowa RETAIL HARDWARE ASSOCIATION CONVENTION AND 
Exursition, Hotel Savery and Des Moines Coliseum, Des 
Moines, Feb. 11, 12, 13, 14, 1930. A. R. Sale, sec., Mason City. 

KENTUCKY HARDWARE AND IMPLEMENT ASSOCIATION 
ConvenTION, Brown Hotel, Louisville, Jan. 14, 15, 16, 17, 
1930. J. M. Stone, sec., 200 Republic Bldg., Louisville. 

LouIsIANA RETAIL HARDWARE AND IMPLEMENT ASSOCI- 
ATION CONVENTION, Hotel Roosevelt, New Orleans, June 9, 
10, 11, 1930. Guy Nason, sec., Starkville, Miss. 

MIcHIGAN RETAIL HARDWARE ASSOCIATION CONVENTION 
AND ExuisiTion, Grand Rapids, Feb. 18, 19, 20, 21, 1930. 
Headquarters, Hotel Pantlind. Exhibition will be held at 
Klirigman Exhibition Bldg. A. J. Scott, sec., Marine City. 

MINNESOTA RETAIL HARDWARE ASSOCIATION CONVENTION, 
Minneapolis, Feb. 18, 19, 20, 21, 1930. Charles H. Casey, 
manager, 2344 Nicollet Ave., Minneapolis. 

MississtpPI RETAIL HARDWARE AND IMPLEMENT ASSOCI- 
ATION CONVENTION, White House, Biloxi, June 16, 17, 18, 
1930. Guy Nason, sec., Starkville. 

Missouri RETAIL HARDWARE ASSOCIATION CONVENTION 
AND ExuisiTion, New Hotel Jefferson, St. Louis, Jan. 28, 
29, 30, 1930. F. X. Becherer, sec., 5106 No. Broadway, St. 
Louis. 

MontTANA IMPLEMENT AND HARDWARE ASSOCIATION CON- 
VENTION AND ExHIBITION, Billings, Feb. 3, 4, 5, 1930. H. A. 
Caraway, manager of exhibits, Billings. A. C. Talmage, 
sec., Bozeman. 

MounTAIN STATES HARDWARE AND IMPLEMENT ASSOCI- 
ATION CONVENTION, Jan. 21, 22, 23, 1930. Place to be de- 
cided later. W. W. McAllister, sec., Boulder, Colo. 

NATIONAL RETAIL HARDWARE ASSOCIATION CONGRESS, St. 
Louis, Mo., June, 1930. Herbert P. Sheets, managing di- 
rector, 130 E. Washington St., Indianapolis, Ind. 

Tuirp ANNUAL NATIONAL House FuRNISHING EXHIBIT, 
Chicago, Ill., Jan. 19 to 29, 1930. Headquarters, Palmer 
House. Warren Edwards, sec., 105 West Adams St., Chi- 
cago, Ill. 




















1930 








NEBRASKA RETAIL HARDWARE ASSOCIATION CONVENTION, 
Omaha, Feb. 4, 5, 6, 1930. Headquarters, New Paxton 
Hotel. Exhibition at Municipal Auditorium. George H. 
Dietz, sec., 414-19 Little Bldg., Lincoln. 

TERCENTENARY CONVENTION AND EXHIBIT OF THE NEW 
ENGLAND HarpWARE DEALERS AsSOCIATION, Mechanics 
Bldg., Boston, Mass., Feb. 20, 21, 22, 1930. Headquarters, 
Hotel Statler. George A. Field, sec., 80 Federal St., Boston, 9. 

New York State Retair HARDWARE ASSOCIATION CoNn- 
VENTION, Rochester, Feb. 4, 5, 6, 7, 1930. Convention ses- 


sions and exhibition will be at Edgerton Park. Headquar- | 


ters, Seneca Hotel. John B. Foley, sec., 510 Hills Bldg., 
Syracuse. 

NortH Dakota RETAIL HARDWARE ASSOCIATION COoN- 
VENTION AND EXHIBITION, Fargo, Feb. 11, 12, 13, 1930. 
Exhibit will be held at the City Auditorium. Charles N. 
Barnes, sec., Grand Forks. 

Oxn10 HARDWARE ASSOCIATION CONVENTION AND EXHIBI- 
TIon, Columbus, Ohio, Feb. 4, 5, 6, 7, 1930. James B. Car- 
son, sec., 315 Mutual Home Bldg., Dayton. 

OKLAHOMA HARDWARE AND IMPLEMENT ASSOCIATION 
ConvENTION, Oklahoma City, Jan. 28, 29, 30, 1930. Chas. 
L. Unger, sec., 207-208 Bloomfield Bldg., Oklahoma City. 

OREGON RETAIL HARDWARE AND IMPLEMENT DEALERS 


ASSOCIATION CONVENTION, Portland, Feb. 11, 12, 13, 1930. | 


E. E. Lucas, sec., Hutton Bldg., Spokane, Wash. 


Pacitric NoRTHWEST HARDWARE AND IMPLEMENT ASSO- | 


CIATION CONVENTION, Spokane, Wash., Feb. 5, 6, 7, 1930. 
E. E. Lucas, sec., Hutton Bldg., Spokane, Wash. 


PANHANDLE HARDWARE AND IMPLEMENT ASSOCIATION | 
ConvenTIon, April, 1930. Place to be announced later. | 


C. L. Thompson, sec., Canyon, Tex. 


PENNSYLVANIA AND ATLANTIC SEABOARD HARDWARE As- | 
SOCIATION, INc., CONVENTION AND EXHIBITION, Atlantic | 
City Auditorium, Atlantic City, N. J., Feb. 11, 12, 13, 14, | 


1930. Sharon E. Jones, sec., 610 Wesley Bldg., Philadelphia. 

South Dakota RETAIL HARDWARE ASSOCIATION CON- 
VENTION, Sioux Falls, Feb. 4,°5, 6, 1930. Charles H. Casey, 
manager, 2344 Nicolett Ave., Minneapolis. 

SOUTHERN CALIFORNIA RETAIL HARDWARE ASSOCIATION 
ConvENTION, February, 1930, exact date and place to be 
announced later. H. L. Boyd, sec., Spring Arcade Bldg., 
541 South Spring St., Los Angeles. 

SouTHERN HARDWARE JOBBERS’ ASSOCIATION AND AMERI- 
cAN HARDWARE MANUFACTURERS ASSOCIATION JOINT Con- 
VENTION, Galveston, Tex., April 7, 8, 9, 10, 1930. Sidney 
St. J. Eshleman, sec., 704 New Orleans Bank, Bldg., New 
Orleans, La. 

SOUTHEASTERN RETAIL HARDWARE AND IMPLEMENT AsS- 
SOCIATION CONVENTION, comprising the State associations 
of Alabama, Florida, Georgia and Tennessee, Atlanta, Ga., 
May 13, 14, 15, 1930. Walter Harlan, sec., 701 Grand The- 
atre Bldg., Atlanta. 

Texas HARDWARE AND IMPLEMENT ASSOCIATION CON- 
VENTION AND ExHIBITION, Houston, Jan. 21, 22, 23, 1930. 
Dan Scoates, sec., College Station. 

VirGINIA RETAIL HARDWARE ASSOCIATION CONVENTION, 


Jefferson Hotel, Richmond, Feb. 13, 14, 1930. Thos. B. | 


Howell, sec., Richmond. 

West VircGINIA HARDWARE ASSOCIATION CONVENTION AND 
Exursition, Huntington, W. Va., Jan. 21, 22, 23, 1930. 
James B. Carson, sec., 315 Mutual Home Bldg., Dayton, O. 

WESTERN RETAIL IMPLEMENT AND HARDWARE ASSOCIA- 
TION CONVENTION, Kansas City, Mo., Jan. 21, 22, 23, 1930. 
H. J. Hodge, sec., Abilene, Kan. Western Hardware Show 
in connection; L. W. Shouse, Kansas City, Mo., in charge. 

WIsconsIN RETAIL HARDWARE ASSOCIATION CONVENTION 
AND Exuisition, Auditorium, Milwaukee, Feb. 4, 5, 6, 7, 
1930. B. Christianson, sec., Stevens Point. 
nely, exhibit manager, 1476 Green Bay Ave., Milwaukee. 
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HUNDREDS OF HARDWARE STORES 
Find Lawn Mower Sharpening Profitable 


These stores have come to realize that many first-class 
lawn mowers they sell fail to give good satisfaction 
simply because of improper sharpening. These deal- 
ers, by installing an IDEAL LAWN MOWER SHARP- 
ENER and sharpening the mowers themselves, render 
a much wanted service to their customers and make 
liberal profits themselves. 


$1.50 to $2.00 PER MOWER 
for 15 Minutes Work 


Any boy can operate the Ideal. Slip the mower into 
the IDEAL without dismantling, make a few simple 
adjustments and in 15 
minutes the mower is 
perfectly sharpened— 
every blade with a true, 
keen edge. The usual 
charge, $1.50 to $2.50 
per mower, is mostly 
profit. 

The IDEAL SHARP- 
ENER requires little 
space, operates from a 
light socket, and _ its 
first cost is extremely 
low. 

Write for prices and 

full information 


THE FATE-ROOT-HEATH CO. 
901 Bell St. Plymouth, Ohio 

















PRODYDUCTS 














G. W. Kor- | 


The 


Absent-Minded CONSUMER 








E comes into your 
store every day. 
There are a dozen 
things which he actually 
needs besides the article 
for which he enters your 


of this potential sales pos- 


store. Are you taking advantage : : : 
sibility, as the chain stores do, through a comprehensive display? 
Or does your customer walk out, unreminded of the things he 
needs? Modern merchandising demands display That’s why 
Heller equipped and Heller renovated stores— throughout the 
country are doubling their former business. Write for the Heller 
story—no obligation. Just pin this ad to your letterhead and 
mail—that’s all that’s necessary. 
Business Store 
Building Equipment 
W. C. HELLER & Co., 700 BRYANT ST. 
Montpelier, Ohio 
New York Office: 20 Vesev St., Suite 500. H-A 
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lee Handles 


HANDLE jobbers have, by con- 

tinued purchases, endorsed uni- 
formity in Sallee handles for almost 
half a century. . . . The Retailer has 
added equally convincing testimony by 
saying his customers have demanded 
Sallee handles for all types of tools 


after buying this brand one time. 


SALLEE Handles are cut from 
choice second-growth hickory 
timber—made into standard and 
special patterns for every type of 


tool and shipped promptly on re- 
ceipt of order. 


Sallee Serves Foreign 
Handle Jobbers in: 


MEXICO AFRICA 
CENTRAL AMERICA AUSTRALIA 
SOUTH AMERICA WEST INDIES 


SALLEE BROS. 


PocAHONTAS, ARK. 


“Years’ experience in handle making—from tread 
mill to modern plant production.” 











Looking Ahead 


(Continued from page 51) 


of 1923 that some lines were over-producing and that there 
was danger of a repetition of the experience of 1920-1921. 
This warning was followed almost at once by a decline in 
business activity—the recession of 1924. Business men do 
not like a recession, much less a depression in business. 
Neither do they (notwithstanding the contrary belief of the 
Saturday Evening Post) like over much those who warn 
them that a falling off in business is ahead or those who 
throw cold water upon their exuberant optimism, no mat- 
ter how wild they may become. 

President Hoover’s plan for leveling the road of business 
was announced in the report of the Conference of Unem- 
ployment in 1921. In short, it is to fill up the valley ahead 
by taking off of the hill which comes before the valley. 
This to be effective, of course, should be done before busi- 
ness gets down into the valley. This was not the case in 
1929. Business is now slowly going down into the valley, 
but the profits made at the peak of 1929 are still available 
to help fill up the valley which seems to be ahead. Therefore 
President Hoover would have business corporations spend 
now all the money they can spend wisely or that they will 
need to spend in the near future and the State, city and 
town governments spend now all the money that they have 
available or that they can raise for improvements that are 
needed and that they can afford to make now. If everyone 
cooperates heartily with the President, there is no doubt but 
that great good will be accomplished and that the valley 
will be at least partially filled up and the business road made 
more nearly level than it otherwise would be. 

Several traditional beliefs have been shattered by the 
speculative smash. Among these is the belief that the stock 
market discounts by some months the major fluctuations of 
business because the consensus of buyers in the stock 
market is a consensus of the best business and economic 
minds in the nation. Contrary to his belief, five million 
speculators could be and were wrong. Stock market prices 
in July, August and September, 1929, were not a safe guide 
to the course of business in the fall of 1929. Stock prices 
did not turn down in a major movement until after busi- 
ness had turned down in a major movement in June, 1929. 
It is safe now to believe that stock prices will not turn up 
in the next major movement until after business has turned 
up in its next major movement. Too few follow the course 
of business carefully enough to know when it has turned 
up or down as soon as they might and should have known. 
The Bulletin of the Federal Reserve Board showed that 
the manufacture of food products reached its peak in De- 
cember; 1928; automobiles in March, 1929, textiles in May, 
1929; iron and steel in June, 1929; and all manufactures 
in June, 1929; also that the mining of all minerals reached 
its peak in February, 1929. From these months on, each 
month has been below the peak. What added information 
was needed to save stock market losses in October and 
November or to make stock market gains by selling short in 
August or September? This information, of course, cor- 
roborated the forecast made in “Looking Ahead” regularly, 
beginning with May 1, 1928. 

Now is the time for optimism, not for excessive caution. 
Caution was what we needed in the first half of 1929 in- 
stead of excessive optimism, but anyone who advocated 
caution at that time was liable to be shot at sunrise, unless, 


like Jeff, he did not get up early enough. 
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Genuine Pin Tumbler 
Extruded Metal Padlocks 


All Brass, extruded metal. Heavy wrought spring 
shackle. Made from a solid block of extruded brass 
metal—bored out to receive mechanism. Finely fin- 
ished, 2 nickel silver keys to each lock. Number of 
changes practically unlimited. 


Made in ten sizes, 1 inch to 3 inches. 




















Cast bronze case, finely finished. Spring bronze 
shackle. 3 secure levers. 2 coined nickel silver keys 
to each lock. Made regularly with 48 changes. Made 
in eight sizes 7% inch to 2% inches. 

These padlocks need no introduction. For years 
Corbin has made padlocks, and each year has seen 
improvements in their construction, until, today, they 
stand supreme in lock perfection. 


CORBIN CABINET LOCK CO. 
THE AMERICAN HARDWARE CORPORATION SUCCESSOR 
NEW BRITAIN, CONN., U. S. A. 


NEW YORK CHICAGO PHILADELPHIA 






















































































has Proved 


That the best coffee is made when it is 
freshly ground * When coffee is first ground 
a sweet aroma is released. The good cook 
preserves this aroma by making it a matter of 
minutes not hours or days from the time the 
coffee leaves the mill until it reaches the table 
as a beverage 





























The good cook has the Arcade No. 4 
Crystal Mill because 














It is painted in attractive colors. 


No 


It grinds easily to any degree of 
fineness. 








3. It measures as it grinds in a gradu- 
ated glass tumbler. 


4. It will hold over a pound of coffee 
beans in its clean air tight hopper. 


5. It is never in the way 


\ARUADE ="73¥ 


rite us for catalog Ask — Lobter | for ee 























Arcade Manufacturing | Co. 


| | Freeport, Illinois | | 
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Hardware Age Verified List 
OF WHOLESALERS AND RETAILERS 


Shows the names, addresses, capitalization, territory cov- 
ered, percentage of wholesale business, number of travel- 
ing men, names of executive officers and buyers, and the 


lines handled by the Hardware Wholesalers. 


For instance, on pages 7 to 79 it indicates by key 
numbers what classes of merchandise each hardware 
wholesaler handles. There are explanatory key numbers 
covering every class of merchandise that constitutes a 
modern hardware stock. 


Then, the Hardware Retailers on pages 80 to 353 who are 
rated 1, 2, or 3 represent the livewire dealers doing 75% 
Wh « h H. d W ld Y to 80% of the retail hardware trade of the U. S 
Ic oO ou ou CONTENTS OF VERIFIED LIST 
 ] Wholesale Hardware Houses in U. S., Canada and Foreign. 
at er arry Retail Hardware Stores in U. S., Canada and Foreign. 
r Chain Hardware Stores in United States and Canada. 
5, 10, 25c to $1.00 Syndicate Stores carrying hardware. 
If you had to haul mortar for a living, you cer- Department Stores maryeng Dareners and housefurnishings. 


tainly wouidn’t want to carry a hod that dripped Manufacturers’ Agents in S., Canada and Foreign. 

rater all over your shoulder Automobile Accessories Jobbers. 

Pree ee ee maa : Mill, Steam, Mine and Machinery Supplies Dealers. 

Sporting Goods Distributors. 

You would choose a Never Drip Steel Hod with Mail Order Houses handling hardware and housefurnishings. 

its one-piece ends. You would go whistling on your + rege de gs Rha g to Boal 

way while the other fellow sulked. Radio Apparatus and Parts Jobbers. 
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Sincethe Wright 
Rooster _ trade- 
mark was intro- 
duced, consum- 
ers look for it in 
their poultry 
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al eel Better Things 


Superior Brand Are Just Ahead 


demand it when 
h : ‘ for the dealer who makes his show windows 
t ey are in the attract customers by the use of the right ma- 


market for more. terial. 
The manufacturers who advertise in Hard- 


¢. F. Wright Steel ware Age will be glad to supply the needed 
material, and each issue of Hardware Age 


& Wire Co will. furnish you with examples of effective 
e window displays that have proven successful 


for other stores. 
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RIGID 


NAUGURATING still another 
activity designed to result in 
higher quality standards for 

electrical devices, an Industry Con- 
ference was recently held. At this 
meeting a movement was started, 
which is aimed to improve the gen- 
eral quality of cords and plugs used 
on heating appliances. It is obvious 
that any break or injury in cord in- 
volves a hazard of fire or life. 
Therefore, the adoption of an Un- 
derwriters’ Laboratories standard 
will be very beneficial. Such a 
standard will cover practically all 
the needed elements of quality in 
cords and plugs except, perhaps, ap- 
pearance. 

Some cords and plugs have been 
placed upon the market, for general 
use, by manufacturers who have no 
responsibility for the successful op- 
eration of the flatirons or appli- 
ances on which the cords and plugs 
are to be used. The results are 
good, bad and indifferent. But now, 
with the Appliance, Cord and Plug 
Sections of the National Electric 
Manufacturers’ Association, work- 
ing together in industry conference, 
with the Underwriters’ Labora- 
tories, the outlook is promising. It 
is true that a definite standard for 
heater cord was worked out by the 
Underwriters’ Laboratories, through 
industry conference, about a year 
and a half ago. This was a dis- 
tinct contribution to the industry. 
It required that heater cord should 
pass a test of at least 1000 cycles of 
operation on a testing machine, de- 
veloped for the purpose, and shown 
in one of the accompanying illus- 
trations. 

The machine consists of a sta- 
tionary and a swinging rack, be- 
tween which six-foot lengths of cord 
are stretched and twisted ten times. 
A weight is attached to the middle 
of each cord. As the swinging rack 
closes toward the stationary one, the 








ESTS RAISE STAN 


ELECTRICAL 


weighted cords loop down and take 
a very decided twist of several 
turns. A cord too stiff or poorly 
constructed will soon break down. 
Each complete swing back and 
forth is called a cycle of operation. 
There are many factors which affect 
the flexibility and long life of heater 
cord, which are too technical to dis- 
cuss in this article, but the hard- 
ware dealer will be sure of reason- 
ably good quality by purchasing only 
“approved” cord. 


EEE, of flat- 
irons, however, realize that this 
minimum standard, while it is quite 
satisfactory for ordinary appliances, 
such as percolators, toasters, etc., is 
not wholly satisfactory for flatirons. 
The reason is obvious. Flatiron cord 
is subjected to much more severe 
use, the iron being constantly in 
motion, under heat. To cope with 
this, the leading manufacturers ac- 
tually find it necessary to furnish 


Bs 


Cord Testing Machine in closed position. 


By H. J. MAUGER 


Chairman 
Heating Device Section, 
National Electric Manufacturers’ 
Association 


cords, which will pass a test of two 
or three times the number of 
“cycles” prescribed for ordinary 
heater cord, in order to assure sat- 
isfactory service on their flatirons. 
Having this in mind, they have 
asked the Underwriters’ Labora- 
tories to work with them in estab- 
lishing a special standard for flat- 
iron cord and progress is being 
made in this direction. 

The heating Appliance Section of 
the N. E. M. A., at a recent meet- 
ing, unanimously voted to recom- 
mend to the Underwriters’ Labora- 
tories that a separate standard be 
adopted for flatiron cord. ~The 
recommend tentative standard will 
stipulate that flatiron cord shall 
withstand 3000 cycles on the Under- 





Underwriters’ Laboratories Photo. 
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writers’ Testing Ma- 
chine. For the pro- 
tection of the public 
and trade they would 
like to have this 
standard adopted at 
once and be effec- 
tive until a more com- 
plete standard can be 
worked out. Means 
will be worked out to 
identify approved 
flatiron cord as dis- 
tinguished from ap- 
proved heater cord 
for uses other than 
flatirons. However, 
the whole question of 
heater cord sets is 
volved. No very definite standard 
has been worked out covering heater 
cord sets, and the Underwriters’ 
Laboratories have appointed an in- 
dustry conference to establish stand- 
ards for heater cord sets as a whole, 
including both cord and plugs. 


Electrical Goods Section 


Cord Testing Machine in open position with cords stretched. 






Courtesy Edison Electric Appliance Co. 


IMPACT TESTING MACHINE. 


From the information submitted 
to the industry conference recently 
the indications are that we should 
have a separate and distinct stand- 
ard for flatiron plugs for the same 
reason that we need a_ separate 
standard for flatiron cord. The ser- 





Courtesy Edison Electric Appliance Co. 


FLAT IRON PLUG CONTACT TESTING 


DEVICE. 


vice required of a plug for a toaster 
or percolator is slight in compari- 
son to the service required of a flat- 
iron plug. If a flatiron is left care- 
lessly for a short time, with the heat 
on, a temperature in the plug is 
reached, which will take the‘life out 
of many plugs found on the market, 
that were not especially designed to 
withstand high temperatures. Plugs 
are being continually jerked off and 
replaced to regulate the heat of the 
iron or for the convenience in iron- 
ing some irregular piece. They are 
often dropped on a hard floor or 
otherwise banged about. In this 
connection it may be of interest to 
note the results of tests, made on an 
impact machine, of a number of 
plugs found on the market. 

INCH POUNDS REQUIRED 

TO BREAK PLUG HALF 

PLUG A eC DP E F 'G 
Cold (as 


received) 20.1 13.4 8.4 9.7 3.2 8.4 29.0 
After 


heating 

40; ©. 12280 104 5.6 -3:7 1.3425 
loss logs gain loss gain loss gain 

Change 79 SA 30 41 05: 7.2 125 


The testing machine used for this 
purpose resembles a miniature pile 
driver. Most plugs are made of 
molded compound in two _ halves. 
Each time the hammer is raised it is 
dropped through one-half inch 
greater distance and strikes the 
“plug-half” being tested. The re- 
sults of the test are indicated in 
total inch pounds, computed for all 
of the strokes received by the “plug- 
half,” before the impacts break the 
plug. You will notice that the best 
of these plugs stood 29.0 inch- 
pounds, while the poorest stood only 

(Continued on page 110) 








11OW to Ascertain Costs 
of Operating Electrical 


APPLIANCES — 


For any appliance taking 
more than 1000 watts use 1000 watts 
on the left vertical scale and multiply 
actual watts 


ARDWARE merchants are 
H often confronted with the 
query “How much does it 
cost to operate?” when a customer is 
considering the purchase of any 
electric device. Can you quickly and 
correctly reply to such a question? 
The accompanying chart, which 
should be mounted on cardboard and 
preserved for ready reference, pro- 
vides the means for a speedy and au- 
thoritative response. 

You will note that the chart has a 
vertical scale on its left margin grad- 
uated in 10-watt steps to 1000 watts. 
On the right margin of the chart an- 
other similar scale is graduated in 
tenths of a cent up to ten cents. Di- 
agonally across the chart, from lower 
left to upper right, another scale rep- 
resents the net rates for current 
charged by power companies. 

To ascertain the cost of operating 
any electric appliance or motor, first 
determine the current consumption 
in wattage. This information—the 
current consumption in wattage is 
usually marked on the name plates of 
appliances, lamps and small motors. 
If the wattage does not appear on the 
name plate, the volts and amperes are 
often shown. In the latter instance 
multiply the volts by the amperes and 
the result will be the approximate 
watts used. 

In using the chart place a rule or 
straight edge on the left scale at the 
correct graduation for the wattage 
taken by the appliance, then slide the 
rule along the diagonal line to the 
local rate per kilowatt hour. The 
right end of the rule or straight edge 
will then bisect the scale on the right 
side of the chart at the cost in cents 
to operate the appliance per hour. 
The broken line represents the im- 


aginary position of a rule being used 
to determine the cost of operating a 
660 watt appliance. This is the av- 
erage watt rating of an electric glow 


operate. 











heater. As is obvious on consulting the result by the ratio 1000 
the chart, at an eight cent power The use of the chart is more com- 
rate, it costs 5.28 cents per hour to (Continued on page 106) 
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Courtesy Engineering 


Experiment Station, Iowa State College. 
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EVERY HOME 


Ps THE TRADE MARK KNOWN IN EVER ) 2 
INN 


LANDERS, FRARY & CLARK, NEW BRITAIN, CONN 


De (uxe 
Heating, Pads 


The only Electric Heat Pad that main- 
tains any one of three temperatures. 



























High, medium or low heat positively held 
without change. 







January 
is 
Heating 
Pad 
Month 


Different and Better 


The UNIVERSAL 3-Heat Pad actually gives 
3 degrees of temperature, 125°—160°— 
190°. Other so-called 3-Heat Pads are but 
one heat pads, since their temperatures 
always climb to high heat. 


The UNIVERSAL is 
SAFE— 
RELIABLE— 
SURE— Four colors to match Boudoir 
color schemes 
CONVENIENT | Standard Universal Gray 
Azure Blue 
The name UNIVERSAL is known in every Rose Pink 
a Lavender 
home to be a guarantee of quality and last- Sicesttas GMC ead ee Didnt 


ing service. List $9.00 


( yy yy, LANDERS, FRARY & CLARK,NEW BRITAIN, CONN f ) 
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Electrical Merchandise 





sales by hardware 





merchants now exceed > 





$120,000,000 annually 





Rapid expansion in marketing these practical daily accessories de- 


mands complete sane presentation from the “hardware” viewpoint. 


Electrical Goods Section of HARDWARE AGE, published every 
fourth week, meets exclusively this need of hardware merchants and 
offers manufacturers “common ground” for promoting sales to these 
distributors. Arrange now for your advertising messages in these 
Electrical Goods issues for 1930. 


Jan. 30 Apr. 24 July 17 Oct. 9 
Feb. 27 May 22 Aug. 14 Nov. 6 
Mar. 27 June 19 Sept. II Dec. 4 


HARDWARE AGE 
239 W. 39th St., New York City 
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New Standard For Flatiron Cord 


Is Recommended By N. E. L. A. 


IGHER standards for flatiron 

H cords were recommended at 

a recent meeting of the Heat- 

ing Appliance Section of the National 

Electric Manufacturers Association, 
held in Washington. 

F, Thornton, Jr., for the Technical 
Committee, reviewed the action of 
the section at their last meeting at 
Hot Springs, requesting an Industry 
Conference with a view to securing 
a separate and distinct Underwriters’ 
Standard on flatiron cord which will 
reduce the hazard of flatiron cords 
and which will be in keeping with 
the particular service required of the 
flatiron, namely, constant motion 
when in use under high temperature 
conditions. Such an Industry Con- 
ference had been organized under 
the Underwriters’ Laboratories’ 
sponsorship with representatives 
from the Heating Device Section and 
from the Heater Cord Section of the 
National Electric Manufacturers As- 
sociation, and the first meeting was 
held July 25, 1929. It had previously 
been arranged to enlarge this Indus- 
try Conference to include the com- 
plete cord set, and representatives 
from the Attachment Plug Section 
were also present. As a result of 
the discussion, it developed that con- 
siderable time would be required to 
work out a thorough standard for 
cord sets in view of the many ele- 
ments involved. 

The Technical Committee, after 
careful consideration and conference 
with the conferees of the Heater 
Cord Section, came to the conclusion 
that it would be very wise to have a 


tentative standard for flatiron cord 
adopted immediately, and recom- 
mended that such action be taken. It 
was agreed that the present Under- 
writers’ Laboratories’ standard of 
1000 cycles, while satisfactory for 
appliance, is not considered satisfac- 
tory for flatiron cord, and in fact 
most flatirons sold are being provided 
with a much higher standard of cord. 
There was a thorough discussion of 
this matter covering the various 
phases of satisfactory service, cost, 
policy, etc., the consensus being that 
a minimum of 3000 cycles on the 
Underwriters’ cord testing machine 
should be adopted as soon as pos- 
sible. 

It was unanimously agreed in a 
motion passed at the meeting, to 
recommend to the Industry Confer- 
ence that a tentative Underwriters’ 
Laboratories’ standard on flatiron 
cord be adopted with the requirement 
of the cord withstanding 3000 cycles 
on the Underwriters’ Heater Cord 
Testing Machine; to be used until 
such time that a more complete stan- 
dard can be worked out and agreed 
upon. 

The question of identification of 
flatiron cord was brought u; and Mr. 
Thornton pointed out that the Heater 
Cord Manufacturers were prepared 
to supply heater cord in lengths with 
a suitable Underwriters’ label every 
five feet so that when the cord was 
cut up in lengths for flatirons or ap- 
pliances, there would be sure to be 
one label on the individual length. 
Such labels could be used to dis- 
tinguish flatiron cords from appli- 


ance cords. The discussion brought 
out the importance of identifying 
cords having Underwriters’ approval 
as a means of educating and protect- 
ing the trade and the public. It was 
further agreed to accept in principle 
such a method of labeling, leaving to 
the Technical Committee the detail 
arrangements of working it out in 
a mutually suitable way. 

It was pointed out that a large ma- 
jority of the dealers handling elec- 
trical appliances are not aware of the 
fact that standard manufacturers 
make a practice of submitting their 
new appliances to the Underwriters’ 
Laboratories for approving and list- 
ing, and those who do know about it 
in a general way may not realize the 
value of such a practice as setting up 


.a minimum standard of quality from 


the standpoint of casualty and fire 
hazard. 

Messrs. Thornton and Mauger ex- 
plained to the section the way present 
underwriters’ standard specifications 
are arrived at through Industry Con- 
ference and told of their cooperation 
with the NEMA organization so 
that the specifications would repre- 
sent workable standards (which were 
not set up in an arbitrary manner) ; 
and the way it has now been arranged 
to have such standards approved by 
the American Engineering Standards 
Association to give them the highest 
and broadest authority. There are 
some things for which no standards 
have yet been worked up, for ex- 
ample, heating pads, but these are in 
process through Industry Conference. 





Hurley Machine Company Opens Merchandising School 


NSTRUCTION in details of the mer- 

chandise and in the methods of selling 
is included in the curriculum of the school 
of salesmanship recently opened by the 
Hurley Machine Co., a subsidiary of Elec- 
tric Household Utilities Corp. 

Dealers throughout the country are in- 
vited to send members of their selling 
force, or to come themselves, for a course 
which extends over three days and em- 


Electrical Goods Section 


braces the essentials of successful selling. 

The first day’s instruction covers the 
appliances of the company, washers, iron- 
ers, juvenators and health lamps. Me- 
chanical features are described to the pu- 
pils, who are taken through the plant to 
watch the making and assembling of parts. 
Demonstrations are then given of the fin- 
ished machines. 

“Know Your Prospects’ and “Know 


Your Work” take up the remaining por- 
tions of the course. 

Plans have just been completed for a 
supplementary correspondence course. 

This course will be offered to 10,000 
dealers throughout the country, and it is 
expected there will be a large acceptance, 
especially from distant points which makes 
personal attendance at the Chicago school 
impractical. 





Wyiat IS THE 


“Treremine 


ARDWARE merchants, es- 
H pecially those who are deal- 

ing in radio, should be in- 
terested in the answer to the above 
question. First, because it is in 
reality a musical instrument of radio 
parentage, and, secondly, because it 
appears to offer a new merchandis- 
ing opportunity. Many hardware 
dealers who were skeptical about the 
profitable possibilities offered by 
radio receivers when they were first 
placed upon the market regret their 
inability to have visualized the vast 
potential market as it now exists. 
“Tf I had gotten in on the ‘sround 
floor,” they say, “I could have 
‘cleaned up.’”” Is it possible that 
these same dealers will have cause 
in the near future to likewise be- 
moan the fact that they failed to in- 
vestigate and appreciate the money- 
making possibilities in the There- 


HE Therem- 
i in shown at 
the right, creates 
music through 
an apt waving 
of the hands. 
The unique in- 
strument is be- 
ing distributed 
through the reg- 
ular radio chan- 

nels 


min when it was first placed upon 
the market ? 

New lines, particularly those of 
high unit value, are being sought 
by aggressive hardware merchants. 
Progressive dealers have been quick 
to realize that changing conditions 
have resulted in a changed demand. 
Higher earning power, higher 
standards of living, new inventions 
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and more time for recreation have 
had a tremendous influence on the 
kind of purchases being made by the 
public. Enterprising dealers, pos- 
sessed with the foresight to visual- 
ize marketable possibilities, will 
have little trouble in finding new 
lines which will enable them to 
maintain their sales volumes at es- 
tablished levels or above. They have 
only to respond to the many oppor- 
tunities being offered. The There- 
min, while we could not recommend 
it wholeheartedly as an item which 
could and should be sold by every 
hardware store, is an item which 
would seem to offer a splendid op- 
portunity for such stores as have a 
wide-awake radio department at the 
present time. This contention, aug- 
mented by the widespread interest 
this invention is currently attract- 
ing, are the motives for this de- 
scriptive article. 

The Theremin, or Thereminvox, 
as it was first designated, is an in- 
vention of Leon Theremin, a Rus- 
sian scientist, from whom it derives 


T the left, the interior view 
A shows the simplicity of 
the apparatus. Tube replace- 
ments appear to offer the sole 

service problem 























Tei, YOUR CUSTOMERS TO 


PUT A NEW EVEREADY 


TELL your customers not to miss 





the full enjoyment that radio can 
give in these winter months. Pro- 
grams are at their best. The air is 


clear and free from static. Distant 





stations come in like locals when 
receiving tubes are new Eveready 
Raytheons—packed with power. 

Have your service man put a 
new Eveready Raytheon in each 
socket of your customers’ receiv- 
ers and note the vast improve- 
ment. You can profit from this 
better performance. More power, 
increased distance, better tone and 
quicker action—these are reported 
by people everywhere, using 
Eveready Raytheons in their 
present receivers. 

Improved performance means 
more sales for you, quicker stock 
turn, more pleased customers. Push 


Eveready Raytheons in complete 





sets for replacement. 


























RAYTHEON éocces 
OF THEIR PRESENT RECEIVERS 


YOU can hear the difference with 
Eveready Raytheons—and see the 
reason. Look at the diagram on 
this page. See the solid, four- 
cornered glass stem, supporting 
the four rigid pillars which hold 
the elements. Notice how this 
4-Pillar construction is braced at 


the top by a stiff mica plate. 





Eveready Raytheons give better 











reception because they are stronger 
... immune to the hazards of ship- 
ment and handling which endan- 


ger the performance of ordinary 





tubes. The unusual precision with 
which Eveready Raytheons are 
built is safeguarded by their 
4-Pillar construction. With Ever- 
eady Raytheons only can you get 
all the advantages of this superior 
construction, for it is patented 
and exclusive. 

Eveready Raytheons come in all 
types, for A.C. and battery-oper- 





ated receivers. 








' WRITE FOR THESE STRIKING. 
EVEREADY RAYTHEON DISPLAYS 


Y F R F , You can have this helpful counter display 
E ADy by writing to the nearest branch of the 
RAYTH FON National Carbon Co., Inc. There is also a 


five-piece window display which tells your 


4 -Pillar Tubes customers that you sell better tube per- 
formance— Eveready Raytheon perform- 


—_ // ance. There is a muslin wall chart showing 
EVEREADY aha 7 
RAYTHEON ; the characteristics of various types of tubes, 








and a tube register showing types of tubes 
required for various sets. You can hang this 
chart in a prominent location where it will 
help both you and your customers. 
Eveready Raytheon Tubes are selling 
fast with distribution through a selected 
4-Pillar | Anchored 4 Points number of jobbers, conveniently lo- 
Construction “{ tA) lop ana Bottom cated. Ask your jobber or write us now 


for the names of our jobbers near you. 


NATIONAL CARBON COMPANY, INC. 
General Offices: New York, N. Y. 
Branches: Chicago, Kansas City, New York, San Francisco 


- EVEREADY : 
RAYTHEON 


Trade-marks 


4-PILLAR TUBE 


























HARDWARE AGE for JANUARY 2, 1930 105 





tHow We 


MERCHANDISE 


Electrical 





S I see it, prospective dealers 
will be most interested in the 
following four major items: 

1. Stock required. 

2. Methods and terms of sales. 

3. Installation and after service. 

4. Profits. 

All you merchants have realized 
that if you are going to sell mer- 
chandise you must have the goods. 
You must have what your customer 
wants when he calls for it. At the 
same time, all buying should be 
based on probable turnover. In most 
lines your initial order is for your 
estimated season’s requirements. 
When you buy garden hose, lawn 
mowers, fishing tackle, or guns and 
ammunition, you usually buy what 
you believe you will sell that sea- 
son. That is true in many depart- 
ments of your store. 

This should not be the case with 
electric refrigeration. If your sales 
are what they should be, the invest- 
ment in stock would be too much. 
To illustrate, if you will pardon a 
personal reference, we have been 
selling electric refrigerators about 
eighteen months and have installed 
approximately forty-five machines. 
For this you can see, if we bought 
a season’s requirement on an initial 
order, we would have 25 per cent 
of our capital stock invested in one 
department. 

There are a number of good elec- 
tric refrigerators on the market, but 
in all lines you will not find more 
than five or six popular models. Buy 
one of each model out of the one 
line you choose to handle and re- 
order every time you make a sale. 


Electrical Goods Section 


Re rigerators 


By EUGENE THOMPSON 


Thompson Hardware Company 
Breckenridge, Texas 


If you follow this plan, your invest- 
ment is always the same and should 
never exceed $2,000. Most factories 
and distributors sell to dealers for 
cash only, and this is best for the 
dealer. If you buy on terms, you 
may not sell and collect in time to 
pay the invoice. 

This brings us to the second ma- 
jor item which has been listed as 
Methods and Terms of Sales. I will 
pass hurriedly over the methods be- 
cause that is a problem for indi- 
vidual dealers to work out. Some 
dealers use the house-to-house 
method with salesmen working on 
commissions, the usual commission 
being 10 per cent... Others list their 
prospects and assign them to the 
clerk that can best approach and 
sell that particular customer, and | 
believe this to be the best and most 
profitable plan. You will find that 
not more than 25 per cent of your 
sales will be cash, and you should 
have a definite method of handling 
all term sales. The usual method 
is to have your customer sign a sales 
contract, which in reality is a mort- 
gage on the machine and provides 
for a reasonable finance charge and 
also an insurance clause. The plan 
is about the same as used by most 
automobile dealers. You are no 
doubt familiar with that. 

If you are in position to carry 
this papei, it bears good interest and 
gives you better profits. If you are 
not able to carry it yourself, you can 





EUGENE THOMPSON 


indorse it and sell it to a finance 
company associated with the factory 
that makes the machine. It is sold 
at face value and no discount is 
deducted from your profit on the 
sale. Some dealers might object to 
indorsing credit sales for fear of 
taking a loss. If a definite credit 
plan similar to the one outlined 
above is followed, you will find it 
entirely safe to indorse the paper. 
If your customer fails to meet his 
payments, it 1s up to you to repos- 
sess the machine and reimburse the 
finance company. As these machines 
last for years, you will find the re- 
sale value greater than the balance 
due at the time of foreclosure. 
Foreclosures are very rare. We do 
not have data from other dealers, 
but we have never lost a dollar on 
this credit plan. 

We now come to the most impor- 
tant matter for a dealer to consider 
when taking on a line of electric re- 
that of installation and 

If you find it neces- 





frigerators 
after service. 
sary to employ a special clerk to 
install and service these machines, 
the additional expense might take 
all the profits. Therefore this is the 
important problem for a dealer to 
solve in advance. Failure to do this 
will cause disappointment and pos- 
sibly loss. In practically all lines 
the matter of installation is reason- 
ably simple, and the after service is 
less than you might anticipate. A 
good plan is to select a clerk with 
proper ability and have him attend 
a service school or course of in- 
struction. These are given by com- 
petent factory representatives at 
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convenient locations to the dealers. 
After this clerk; has qualified, he 
should receive d4dditional compensa- 
tion as a reward for good service. 
He is entitled to it, because he may 
be called on for service after work- 
ing hours, or even at night. The 
point I am trying to make is this: 
If you expect to sell machines, you 
must give good service to your cus- 
tomers, and if you expect to make 
a reasonable profit, you must work 
out some plan not to increase your 
overhead too much. 

If these first three items as al- 
ready discussed are properly solved, 
you need not worry about the item 
of profit. The margin on gross 


sales is reasonable, and it is up to 
the dealer to work out his own plan 
to make the net profit justify the 
additional investment. 

In addition to these four major 
items, there are a number of minor 
things to consider. Time will not 
permit a detailed discussion here. I 
will mention, however, just a few in 
passing. There is the trade-in prob- 
lem on used ice boxes. You can 
usually get these at a price and sell 
them either to those outside the city 
who do not have electricity. 

There is the problem of competi- 
tion from power companies. Their 
salesmen usually work on commis- 
sion, because the companies figure 


their profit on the sale of juice. But, 
as a rule, your customer prefers to 
buy from you, and you should be 
able to get your share. 

Another thing to consider is the 
number of dealers in a town. In 
small towns one dealer is enough. 
In larger towns, where possibilities 
are greater, two or three dealers 
may well handle them at a profit. 
Do not take on a line just because 
your own hardware competitor has 
them. If the demand does not jus- 
tify an additional dealer, it is better 
for all concerned for you to lay off. 
Sell some other new line that your 
competitorg does not have, and co- 
operate with each other. 





WHAT IS THE THEREMIN 


its name. It is an instrument em- 
bodying well-known radio princi- 
ciples, which produces musical sound 
by exclusively electrical means. It 
has no keyboard, strings, reeds, or 
other mechanical aids or sources of 
musical tone. It employs eight radio 
tubes, two metal bars as antennae, 
and a loud speaker. One antennae, 
a straight, perpendicular bar, con- 
trols tone or pitch, while the other 
antennae, a looped horizontal bar, 


controls volume or intensity of 
sound. In general aspect, the in- 


strument resembles an _ orchestra 
conductor's stand, and its current 
supply is obtained from the ordinary 
house lighting current. 

When any object, such as the hu- 
man hand, is brought into the high- 
ly sensitive electrical field surround- 
ing the vertical antennae, the field is 
so affected that audio frequencies, 
in the form of sound, are produced. 
These are amplified through a regu- 
lation radio loud speaker. As the 
right hand approaches the vertical 
rod antennae, the pitch of the tone 
hecomes higher, and as the hand is 
withdrawn the pitch becomes lower. 
The loop antennae is similarly af- 
fected by the proximity of the left 
hand: As the hand approaches it, 
the power of the tone is lessened 
in minute graduations down to the 
faintest audible sound. Then, as the 
hand is withdrawn from the loop 
antennae, the tone increases by the 
same delicate graduations until the 
tone intensity exceeds that of the 
most powerful stringed instrument. 


(Continued from page 100) 


In playing this almost incredible 
instrument, the procedure resolves 
itself into simply waving one’s 
hands in varying proximity to the 
two antennae. Anyone who can 
whistle or hum a tune on key has 
the necessary qualifications for play- 
ing the instrument almost immedi- 
ately. It is said that the Theremin 
is the only musical instrument ever 
conceived which can be played with- 
out actually touching it. The tone 
of the instrument is somewhat sim- 
ilar to that of a violin or ‘cello. 

To a practical ‘radio novice the 
principle of the instrument appears 
to be a scientific adaptation of the 
old “tube howl” so familiar in im- 
properly shielded, home-built radio 
sets in the early days of broadcast- 
ing. Many early radio fans will no 
doubt recall how the inductive ca- 
pacity of the hand, when placed near 
the tubes in the first home-made 
sets, would set up a “howl,” which 
diminished in intensity as the hand 
was withdrawn. Technically speak- 
ing, Theremin tone originates in 
two oscillating circuits, producing 
a heterodyne beat note, which is con- 
trollable in character by the prox- 
imity of the hands. 

As the instrument in this form 
is essentially a transmitter, the cir- 
cuits have been so devised as to 
limit its transmission range to ap- 
proximately one foot, which makes 
it impossible to interfere with radio 
reception in its immediate vicinity. 
The current supply is provided by 
a power pack, which is very similar 


to the type used in present A. C. 
receivers. As the chassis construc- 
tion is very simple, it would appear 
that about the only service problem 
would be in checking or replacing 
tubes. 


How to Ascertain Costs of 
Operating Electrical 
Equipment 
(Continued from page 9%) 


plicated to explain than it is in actual 
use. After the procedure is under- 
stood it is a quick and easy matter. 
When the hardware dealer is thus 
prepared to state exactly what it costs 
to operate any given appliance, he is 
in a better position to make authentic 
comparisons, which are an effective 
sales aid. The chart will demonstrate 
the fallacy of doing without many 
electric appliances because they are 
erroneously considered expensive to 
operate. The average electric refrig- 
erator takes 200 watts; 200 watts at 
a seven cent power rate per kilowatt 
hour would cost one and one-half 
cents per hour. The economy in 
many other electrical labor savers can 
likewise be stressed with the aid of 
the chart. We could continue to read 
the operating costs of the different 
appliances but we believe you would 
prefer to do it yourself, using your 
local power rate as the governing 
factor in vour calculations. 
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LAMPS BECOME 


























For twenty-five years Nilco Incandescent Lamps have 
enjoyed the confidence of their users. Through merit 
these silent servants have won a place in thousands 

of homes. 


Sylvania Tubes, by the same merits have won 
equal confidence. 


And now—these two being of one family, 

Nilco Lamps become Sylvania Lamps, 

identified by the nationally known trade 

mark of the Flashing S, on a Green Oak 
Leaf. 


Millions have heard the broadcast 

, program of the Sylvania Foresters 

for several years, have seen the 

Flashing S—in newspapers and 

magazines and on billboards 
and dealers’ windows. 


The thousands of dealers 
who respect the name of 
Nilco may expect con- 
tinued excellence and 
even greater pres- 
tige under the Syl- 

vania name. 


MANUFACTURED BY 
NILCO LAMP WORKS, INC. 


Emporium—Pennsylvania 


LICENSED UNDER GENERAL ELECTRIC COMPANY’S 
INCANDESCENT LAMP PATENTS 


Electrical Goods Section 
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RADIO SUSTAINS SALES 
IN ARKANSAS 





ECLINING sales in several 

profitable lines, due to 

changed trends, recently in- 
fluenced the Conn Hardware and 
Furniture Co., Inc., Stuttgart, Ark., 
to select radio to bolster up dwin- 
dling sales volume. Although they 
have handled the line for but a 
short time, resuJts have been so grat- 
ifying that they have even exceeded 
expectations. In recent years sales 
in several lines of merchandise, 
which had formerly been very prof- 
itable for the firm, were gradually 
declining. J. E. Young, president 
of the firm, realized that a new line 
embracing articles of relatively high 
unit value would do much to coun- 
terbalance this situation, which was 
rapidly becoming more grave. After 
studying the possibilities of several 
lines, radio seemed to offer the 
greatest possibilities for their par- 
ticular store. Accordingly their in- 
itial order for radio sets was deliv- 
ered last March. 


Marcu and April were the best 


radio months for the firm during the 
spring season. Stuttgart has a pop- 
ulation of less than 5000, but within 
the first sixty days that radio sets 
were carried by the store thirty-five 
sets were sold. The summer months 
were rather quiet, so far as radio 
was concerned. However, several 
sets were sold during the summer 
and as a whole results were so en- 
couraging that plans were made for 
a radio show in the fall. In the 
early part of September two attrac- 
tive radio windows were installed, 
calling attention to the radio show 
and the event was exploited in the 
locat newspapers. A_ prominent 


space in the front of the store was 
blocked off to provide a good sized 
section for the exhibit. Special dec- 


orations were employed, which en- 
hanced the appeal of the display. 
Rugs covering the floor and easy 
chairs suggested a home environ- 
ment. 


A YOUNG lady served as “‘hos- 
tess on the occasion and every lady 
visitor was presented with a carna- 
tion and souvenirs were provided for 
the children. Everyone in town was 
cognizant of the fact that the firm 
was conducting a radio show. The 
“hostess” secured the names and ad- 
(lresses of store visitors and made it 
a point to ascertain what kind of a 


radio they had and whether they 
were contemplating buying a set in 
the near future. This method en- 
abled the firm to secure the names 
of a number of prospects. A num- 
ber of sets were also sold during the 
show. The opening or show also 
made it possible for the firm to start 
the winter radio season about a 
month in advance of the usual time. 
In the meantime, many additional 
names have been added to the list 
of radio prospects and now at the 
height of the busy radio season the 
firm is very pleased with the way 
the line has been moving. 

As the firm already had an elec- 





ARGE space 
as repro- 
duced here was 
used by the 
Conn Hardware 
and Furniture 
Co., to call at- 
tention to the 
radio depart- 
ment’s offerings. 
The smaller ad 
was five columns 
wide by 14% 
inches deep, the 
larger one being 
a full page. 


The photo at 
the upper right 
of the opposite 
page shows the 
large and attrac- 
tive show room 
devoted to radio. 





ATER 


ScreEn-GRID 


RADIO 


Hear And See All Day Thursday 


The Marvelous New Atwater Kent 
Screen-Grid Radios 





=> ® No. 30 Conse 
» 


Conn Hardware & Furn. Co. 


@ie Housefurnishing Store 
Quick Service 


Weare preparing a “party” for the people of 
Stuttgart and this part of Arkansas which we will 
make as enjoyable as we can. 


All the new style cabinets and Screen-Grid 
Radios will be on display, with Mr. Evans and Mr. 
Hal!, Atwater Kent representatives, in charge of 
our display room to give you valuable information. 


Carnations for the ladies, souvenirs for the 
@hildren and music all day. 

Regardless of whether or not you contemplate 
buying a Radio, we want you to visit our store 
Thursday. We feel sure you will enjoy our 
“party.” 


Setmreateee eee gaeate 


Courteous Treatment 
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OLUME 
TORE 


trical department, under the super- 
vision of a practical electrician, and 
has handled electric light fixtures for 
some time, this factor proved an as- 
set to the radio department. At an 





STUTIVARY ARKANSAWYER 
——EEEea 














ALL 
DAY 
THURSDAY 
Rianne 
Come 
when 
Convenient 





RED LION MODEL 45 
An unusually attractive mod- 
e) in walnut with the new 
sliding doors. A most unde- 

ual Value. 


$179.00 





INYAN 
Model 55 
One of the most besstiful 
Radio Cabinets ever design- 
ed. Truly a thing of beauty. 


$195.00 


— 
E 
z 





ATER K, 


ScreEEN-GRID 


RADIO 


TOMORROW 


TBURSDAY 


You are cordially invited to see the most extensive dis- 
play of Radios ever brought to Stuttgart. 


We will show all the new style Cabinets and mar- 
velous Screen Grid Radios manufactured by Atwater 
Kent. with special representatives of the factory to 
demonstrate the various models and give you valuable 
information on the care and use of Radios. 


The Atwater Kent line has no equal in selectivity, 
richness of tune and beauty of Cabinets. It includes 
8 mode! to suit every price desire with an iron-clad 
guarantee of satisfaction hehind it. 


But whether or not you contemplate buying a 
Radio, we want you to come and see, and be our guest 
for awhile, tomorrow. We want you to see our wonder- 
ful showing of Radios and receive information that 
will be beneficial if you operate a Radio of any make. 


Come Tomorrow and sée the Prettiest 
Creations of the Cabinet Making Art 


If you are not ready to buy now you-can 
determine what yéu want when you are 
ready 


Music All Day 


Conn Hardware & Furn. Co. 


Ge Housefurnishing Store 


Quick Service 


Carnations 
for the 
Ladies 





Souvenirs 
for the 
Children 








POOLEY MODEL 45 
A charming cabinet by Pool- 
ey that speaks well for that 
company’s 46 years of craft- 


$179.00 


Courteous Treatment 
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ScREEN-ORID 


outlay of approximately $250 the 
electrician was equipped with test- 
ing apparatus and other devices of 
the latest type to facilitate radio re- 
pairs and the service question was 
solved. Used sets accepted on 
trade-ins are avoided as much as pos- 
sible. The number on hand is kept 
at a minimum and the amount al- 
lowed for them is the lowest prac- 
ticable. A genuine effort is made 
to dispose the used sets in the 
country very soon after trading for 


cr 
Pa) 
ot 


them. 

The outside man regularly -em- 
ployed by the firm to solicit business 
in gther lines in the country also de- 
votes a portion of his time to radio. 
In addition, one of the salesmen in 
the store devotes every afternoon to 
outside solicitation. In less than ten 
months the records show that the 
store has sold over sixty sets, which 
has aided materially in maintaining 
sales volume at previously estab- 
lished levels. Mr. Young pointed 
out that handling radio places the 
salesmen in touch with many new 
prospects for other lines and brings 
people into the store who would 
probably not have the motive for the 
visit otherwise. He said: “We 
think it is one of the most profitable 
and valuable lines that we have and 
if handled in the right way any 
hardware establishment can make 
some money out of the radio busi- 


ness.” 
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Rigid Tests Raise Standards of Electrical Goods 


3.2 inch-pounds. This was before 
the plugs were heated. After being 
treated to a temperature of 570 deg. 
Fahr. for two days a great differ- 
ence is evident. Some gain strength 
while others lose it. The poorest 
loses almost all its strength, and a 
little handling will cause it to disin- 
tegrate. There are plugs made of 
high-grade material and of attractive 
appearance, which are entirely satis- 
factory for low temperature service, 
but are not designed to withstand 
the high temperatures often reached 
in actual service of flatirons. 

Then, too, there is a great dif- 
erence in the life of the plug ter- 
minals, measured by the number of 
make-and-break contacts, involved 
in pushing a plug on and pulling it 
off, especially from those plugs 
which are designed for use on both 
round and flat terminals, as shown 
in the table below. A “cycle,” in 
this instance, is the complete opera- 
tion of pushing.the plug on and pull- 
ing it off. Arcing occurs as the 
plug is disconnected, and consider- 


(Continued from page 95) 


able heat is generated by the arc- 
ing as well as by the flatiron itself. 
This ‘“‘make-and-break” testing ma- 
chine is also shown in an accom- 
panying illustration. 


NUMBER OF MAKE AND BREAK CONTACTS 
or PiuGc Lire 1n CYCLes OF . 
OPERATION 


Round Flat 


Plugs Terminals Terminals 

A 12,323 13,700 

B 20,610 22,273 

C 

D 11,785 10,765 

E 34,091 38,035 

F 18,801 

G 107,793 49,758 

H* 60,000 to 100,000 


*A standard flat prong flatiron plug. 


These are matters which are re- 
ceiving conscientious consideration 
by the manufacturers’ industry con- 
ference in cooperation with the Un- 
derwriters’ Laboratories. It indi- 
cates that hardware dealers need to 
be discriminating in their purchases, 
and in their recommendations to 
their customers. Good-will is a 
precious thing, and it may be se- 


riously affected by the lack of satis- 
faction occasioned by an inferior 
appliance. 

Furthermore, the standard manu- 
facturers, over years of experience, 
have learned that pride of posses- 
sion on the part of the housewife is 
an important factor in the satisfac- 
tion which an appliance gives them. 
Most women think so much of the 
service whicli an electric iron ren- 
ders, for example, that they will not 
readily accept a crude looking one. 
So attractive appearance, splendid 
finish, good lines, balance and not 
necessarily a low price are associated 
in their minds with quality. Hard- 
ware merchants in concentrating 
their sales efforts on appliances of 
the better grade, even if they feel 
they must handle cheaper ones to 
meet price competition, will build 
up immediate. profit and good-will 
for the Saleeof additional appliances 
in the future. They will then be 
pushing the kind of applianees that 
create contagious customer enthu- 
siasm. 

















RATCHET 


SCREW DRIVER 
SETS 


derfully handy 


the hardest wood. 
Two sizes: 
drivers; awl; 











tails at $2.75. 














NEMCO JUNIOR 
Overall length 6 in. . 

For places hard to Grand Rapids 
get at. 









Handy to Use-Easy to Sell 


I:xpert mechanic or handy 
man about the house will 
be captivated by this won- 
tool. 
job 
into 


Makes many a _ hard 
easy. Sinks screws 


Junior—6" 
ratchet ; 
box; retails at $2.50. 
Heavy Duty—10%” overall, 4 drivers ; 
awl; ratchet and handle; 
Each 
display container as shown. 
Trial Order to your Jobber. 


and handle ; in 


set packed in 


Nemco Engineering Co. 


Tool Makers Since 1918 








Leading Jobbers handle Rubyfluid Soldering 
Flux, because Retailers who sell it never have 
cause for complaints. 
Rubyfluid fluxes perfectly, saves solder, never 


corrodes, contains no poisonous fumes and may 


be had in % Pt. to 10 Gal. size cans. 


Send for free sample and discounts. 


RUBY CHEMICAL CO. 


68 McDowell Street, Columbus, Ohio 


The 
JOBBERS 
Big Seller 


Repeats follow. 











Heavy duty set 


overall, 3 





such outstanding quality 
at a moderate price! 





in box; re- 


Send a 


Michigan 











APPLICATIONS for DEALERSHIP should be made promptly 
to THE FREDERICK CO., 100 West Monroe Bldg., Chicago, Ill. 


frederick 


A | Maytag § Product 
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New Goods to Sell 


Nu-Sol Ultraviolet Lamp 


This Nu-Sol Ultraviolet Lamp has a 
burner said to be as simple and depend- 
able as a light bulb. It gives a known 





ultraviolet output, requires no mechanical 
adjustments or replacements, and its radi- 
ation is filtered so that no goggles are 
needed when using it. 

Nu-Sol Division, Applied Research, Inc., 
4753 Broadway, Chicago, Ill. 


Utility Hot Plate 


A new two-unit utility hot plate has been 
designed by the Westinghouse Electric & 
Mfg. Co., East Pittsburgh, Pa., to meet 
commercial and industrial needs as a kit- 
chen auxiliary. ‘ 

Each of the two eight-inch enclosed heat- 
ing units is controlled by a three-heat snap 
mounted on the front of the appliance. The 








Le 


two units have a total capacity of 3600 
watts. When operated at “high” heat, 
they actually glow red, thus proving the 


Electrical Goods Section 








ability of the hot plate to furnish adequate 
heat for any need. The units are pro- 
tected for long life and are easy to keep 
clean. The base is of heavy steel, black 
japanned, and the legs and top are finished 
in chromium plate, rust-resisting and tarn- 
ish-resisting. The appliance is 24% in. 
long, 14% in. deep and 7% in. high. 


The New Electro-Kabinet 
Made of 18 gage furniture steel, this new 
Electro-Kabinet for the bathroom repre- 
sents a new innovation in the construction 

















Lk ee 
of cabinets. The Electro-Kabinet is elec- 
trically equipped with a light fixture either 
side of the mirrored door and an outlet in 
the base for a curling iron, fan, etc. The 
switch controls only the light. 

Model A, illustrated, has a hard, durable 
finish, with heavy plate glass shelves hav- 
ing bulbed edges. The.door swings on in- 
visible hinges and has a positive stop. Other 
manufactured. Economy 
1645 Cleveland Ave., 


type models are 
Electrical Mfg. Co., 
Kansas City, Mo. 


A New Electric Corn Popper 


This No. 675 electric corn popper has a 
highly polished nickel plated finish through- 





D 


a member of the Therm-a-Hot 


it. 
line produced by Knapp-Monarch Co., St. 
Handles can be had in red, 
The popper has a capa- 
Packed individually and 
furnished with or without cord set. 


out. 


Louis, Mo. 
or black. 
qts. 


green 
city of 2 

















ture. 
either AC or DC. 


The Westinghouse “Wax-Vac” 

The’ Westinghouse ‘Wac-Vac’”’ 
three-in-one appliance as it offers the user 
the combined advantages of a vacuum 
cleaner, a floor waxer and a floor polisher. 
The “Wax-Vac” of a Westing- 
house vacuum cleaner, plus waxing and 


i$ a 


consists 


a 





polishing attachments The cleaner has a 
16-in. super-suction nozzle. The attach- 
ments are a sprayer and hose for spraying 
liquid wax on the floor or linoleum and a 
polisher which is easily attached to the 
cleaner nozzle. Westinghouse [Electric & 
Mfg. Co., East Pittsburgh, Pa. 


Art Fan No. 60 


This fan has been designed to have both 
authentic modern beauty and great useful- 
ness. The dark statuary bronze and soft 
sage-green finishes are most attractive 

Rigid guard design provides unusual pro 
tection while a silent induction motor allows 
the fan to be operated near a radio without 
interference. Light, steel 
construction is used throughout, while thx 


strong drawn 


lll a, —- 


base is protected against marring of furni- 


No. 60 can be secured for 
Robbins & Myers, Inc., 


This fan 


Springfield, Ohio. 
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28 Warren St. 
New York 





Manufacturers of all kinds of BITS, CHISELS, DRAW KNIVES, GOUGES, 
GIMLETS, AUGERS, NAIL SETS, SCREW DRIVERS, COUNTER SINKS, 


BORING MACHINES AND EXPANSIVE BITS * 


Buy only Carpenters’ Tools bearing the Trade Mark which stands for quality 


Awarded Medal of Honor on Mechanics Tools at Panama-Pacific Exposition. 


THE JAMES SWAN COMPANY, Seymour, Conn. 














HOUZEX PUSH PINS 


Beautiful Glass Heads 





Large—3 to Card 


Heads are %{ inch across top. 
Pin—overall— % inches long. 





Medium—4 to Card 


Heads are 5% inch across top. 
Pins—overall— % inches long. 





Small—6 to Card 


Heads are % inch across top. 
Pins—overall— % inches long. 


in 4 delicate 
shades— 
sharp steel points 


Brand new—made by 
Houze—Glass headed push 
pins in these four attrac- 
tive colors, La _ Rink, 
Rose, Co-Blue, Chro- 
Green and Glo-Amber. 
All strikingly decorated 
with inlaid gold design. 
They sell on sight when 
offered in our eye-com- 


pelling 


Counter Display 


Assortment A—48 _ 10- 
cent cards—sixteen cards 
of each size. Three sizes 
of each of four different 
colors. Size of display 
carton is 12''x814"x134"". 
Retail value $4.80; Price 
to you $3.00. 


Write for samples. 


L. J. Houze 


Convex Glass Co. 
POINT MARION, PA. 


Glass Specialties of Merit 
New York: 110 W. 40th St. 
Chicago: 536 S. Clark St. 











STAR HEEL PLATES 


“PIONEER BRAND” 


They have stood the test for over 25 years, and have 


been and always will be superior to other brands. 


Why? 


Because they are made of the very best annealed malle- 
able iron and are larger and heavier than other brands. 


STAR HEEL PLATE CO. 


Newark, N. J. 


Send us your order today. 











Egon 





oe LAR, 


ALN 





These illustrations are % size. 


LOUIS SACKS, Ine. 











Hard Enamel Finish, Brass Strike Plates, and Rust- 
Proof Spring Joints make these rules most serviceable. 
Bright Red Ends give them a very smart appearance. 


Send for Catalog of 


TAPES—RULES 


THE [UFKIN fpULe Co. 


Windsor, ont. SAGINAW, MICHIGAN 


New York 
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STOCKING THE 


“ALWAYS RELIABLE” 
LINE IS 

HIGHLY PROFITABLE 

BUSINESS! 












No. 87 1 Quart 

No. 88 1 Pint 
Gasoline 

Covered by patents 






You have a satisfied customer every time 
you sell an “ALWAYS RELIABLE” 
torch or furnace, and satisfied customers 
are the backbone of a profitable business. 


“ALWAYS RELIABLE” torches and 
furnaces are considered by thousands of 
mechanics and workmen to be the most 
practical and most durable. They KNOW 
the quality and merits of these tools. 









Stock them for they are the basis of a 
highly profitable business. 







Order through your jobber or mail your 
order to us with your jobber’s name. 





OTTO BERNZ CO., INC. 
NEWARK NEW JERSEY 


Chicago, Ill. New York City 


Stocks in 
San Francisco, Calif. 








USE THIS $15,000,000 PLANT TO MAKE 
PROFIT FOR YOUR STORE 


Ina plant covering more than 
seventeen acres, the originators 
and world’s largest manufactu- 
rers of Bottle Caps are turning 
out millions of gross of Caps in 
sealed, sanitary packages espe- 
cially for your 
trade. Stores 





everywhere ) 
y. one (9 cross 





are finding 
C.C. & S. Bot- 
tle Caps an 
easily handled, 
quick- moving 


“PYRAMID” BRAND 
The ‘* Cushion Seal"’ 
Cap 
item that brings steady, profitable 

sales. 








Before buying elsewhere, be sure 
and write or wire for our latest 
quotations. You can’t afford to “HOME USE” BRAND 


overlook the Crown Cork & Seal The Standard Quality 
proposition on Bottle Caps. Cap 


CROWN CORK & SEAL CO., Baltimore, Md. 


The World’s Largest Bottle Cap Makers 





















The ALL AROUND 
Cheney 


A rugged grinder which is well adapted for 
the hard usage which the farm and repair shops 
demand. Also useful for the smaller jobs because 
of its compact design. 

The model shown above is the ideal grinder 
for the farm (Cheney 7). Its extension rest is 
handy to secure a good edge on mower knives 
and axes, 


Catalogue and prices sent on request 


S. CHENEY & SON 
MANLIUS, N. Y. 








SET ANY SAW 
Quickly, Easily and 
Accurately with the 


Spe 


PISTOLGRIP 
SAW SET 


The exclusive oscillating 
plunger, set to the pitch 
of the tooth, permits set- 
ting both sides alike. A 
handy tool that should be 
in every carpenter's kit. 
Finished in full nickel or 
black. 


E. C. STEARNS & CO. 
Syracuse, N. Y. 








Patented 
April 8, 1924 








Makers of Good Hardware 
Since 1864. Lawn Mowers, 
Lock Fast Gates, Saw Vises, 
Clamps, Etc. 


Sales Representatives 
Hardware Agency Co.. 76 Battery March St., Boston, Mass. 


W. R. Voorhees & Co., 417 Market Street, San Francisco 
Thomas A. Troy, 200 Varick Street, New York 
A. H. Deveney & Co., 1504 Fourth National Bank Building, Atlanta, Ga. 
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The red, white and blue Tape-Marker in 
one of the strands is the manufacturer’s 


GUARANTEE of QUALITY 


Your customers will appreciate the Quality in 
Columbian. Write for a combed out sample. 
Columbian Rope Company 
352-80 Genesee Street 
Auburn, N. Y. “The Cordage City” 
Branches:— , 
New York Chicago Boston NewOrleans Philadelphia 


Columbian ("rk Rope 















HOW TO MAKE MONEY ON NAILS! 


- Order a small stock of Dickson Compressed Lead Head Nails 
from your jobber. 

. Instruct your salesmen to sell ONE POUND of Dickson’s 
with every square of roofing or siding—a keg to 100 sq. 






nv 







Your profit averages 50 per cent of delivered cost. 
3. Tell your steel roofing customers that these nails double the 
life of roofing and siding and that they need only 





POUND to the square, instead of 1% Ibs. of the clumsy 
cast-head nails. 

Dickson Nails are offered in all sizes (1% to 2% in.) 
bright or galvanized 

Send for samples and circular. 


Dickson Weatherproof Nail Co. 
1007 Church Street Evanston, Illinois 










“IVES” Patent Ventilating Lock 





Menafecturers of 


“Quality Hardware Since 1876" 
Window and Door Specialties 


Tue H. B. Ives Co. 
New Haven, Conn., U. S. A. 


Showing Window Showing Window 
Closed. Open 








WHAT ABOUT 1930? 


You can do a Bigger and Better business by featur- 
ing the famous 


IVER JOHNSON 


LINE OF 


BICYCLES, V-ELOCIPEDES 
and JUNIORCYCLES 


Write for Proposition C. 


Iver Johnson’s Arms & Cycle Works 
Fitchburg, Mass. 
NEW YORK CHICAGO OGDEN, UTAH 
151 Chambers Street 108 W. Lake Street 2327 Grant Ave. 


SAN FRANCISCO 
717 Market Street 











“ AND COPPER 


“WEATHER VANES 
Ww 













ANCHOR BRAND 


CHISELS 


made in 


Eskilstuna 


SWEDEN 


Aaa 
Sponsored by 
JOHANESON, WALES 
& SPaRRB, INC. 
importers 
162 Chambers st. 


New Yerk City. 
Tel: BARelay 0644 












Zome of the Worlds Finest Steel 






















WATCH 
HARDWARE AGE 


for 
timely hints 


on 


GREATER TOY SALES 














fas % 
i 


ane ae TRADE MARK 


SAMSON CORDAGE WORKS 


BOSTON, MASS. 


Note) = On © 0) 24D 


SAMSON SPOT, PHOENIX and SACHEM brands 
Yo ebasteietiertackesertrtitasieatetetastatieta tts 


“There IS a Difference in Sash Cord”’ 
OTHER BRAIDED CORDS: COTTON TWINES 


Send for catalogue, samples and selling information 
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Robertson “Horseshoe Magnet” Hammer 
THE HAMMER 
THE TAOK 




















The best permanent magnet hammer on the market. 
A PRACTICAL. AND SUPERIOR TACK HAMMER 
FOR USE IN MANY TRADES AND IN THE HOME. 


Awarded Silver Medal Panama-Pacific Exposition 


Name and design trade marke registered U. 8. Pat. Of 


ARTHUR R. ROBERTSON 596 Atlantic Ave., Boston, Mass. 


Sole Manufacturer 





Allen Solid Sal Ammoniac 


A big seller for cleaning and bright- 
ening sodering coppers quickly and 
easily. Outlives fibrous substance 


many times. 


Six-sided, solid, convenient. Will 
not crumble, or corrode’ metal 
work, or tools used on the job. 
Sizes: 4% lb., % lb. and 1 Ib. cakes. Sold 
through Jobbers. Send for Folder and 
trade prices. 





Full Size Brick Free on Request 


L. B. ALLEN CO., Inc. 


6734 Bryn Mawr Ave. Chicago, III. 



















Get this new display today 
It quickly i. =| °s) #3 ee ay 
sells i fees oir 
MOORE 
PUSH-PINS 


MOORE 
Picture Hangers and 
Decorative Moore Push-Pins 


Small space All produets moun.ed on_ cards Extra 
profit in case for dealer. Order this Style ‘‘S’’ from 
your jobber. 

MOORE PUSH-PIN COMPANY 


Wayne Junction, Philadelphia 






Osborne High Grade Punches 












Belt Punches 
Spring Punches 


Arch Punches 
Revolving Punches 


A varied and attractive line for the Hardware Trade. Also: 
Leather Workers’, Trimmers’ and Upholsterers’ and Plumbers’ 


The sbove tools will please your customers, as well as our 
famous Round and Oval Punches. 
Remember we have had one hundred years of successful mann- 
experience, employ only skilled workmen and use the 
finest quality of materials. 
We stand back of every tool we make. Try us. 
Write for Catalog. 


©. 8. OSBORNE & CO., NEWARK, N. J. 
ESTABLISHED 1826 













shipment. 


EASTERN TOOL 
& MFG. CO. 
Bloomfield N. J. 


Guaranteed Unbreakable 
18 inch and 24 inch Sizes 


Order now for early shipment 


2 Your customers will ask for this Lawn 
stool. Light strong flexible cannot in- 
— jure grass. Fine around paths or 
drives. Have your stock ready 
for the Spring demand. Send 
your order at once for early 


COLDWELL 


CU Motor Lawn Mower 


and Roller 








Economical Dependable —— Reason- 
able, Light weight. substantially built, 
easily handled. Free from trouble 
and delays. Special designed motor. 
Abundance of power.* Cuts close to 
trees, etc. Mows and rolls simul- 
taneously. Timken Tapered Roller 
sSearings 


Coldwell Lawn 
Mower Co. 
Newburgh, New York 
Dependable 
Lawn Mowers 
Hand—Horse—Gasoline 
Electri 














44 Years 
Making 
America’s 
Finest 
Tools 


480 Good Tools 


Hammers—carpenters’, 
engineers’, machinists’, 
ball pein, tinners’, eté, 
Anvil Tools, Tongs, 
Horseshoers’ Hammers 
Nippers, Pincers, Hoof 
Parers, etc. 


Cold Chisels. 
Champion DeArment 
Tool Co. 





Meadville, Penna. 








RS CUSHION TIRE 
=\9TORE LADDERS 






















































a= 
=< Insure perfect shelf service for any / 
-— line of merchandise. Deep tread steps, y/; 
6e9@ se properly spaced, with convenient full Mb 
= length handholds on both sides of // 
a. ladder permit mounting or descending // 


~ 


with ease. S8oth handsfreetoremove //7/ 
or replace sto k without danger of fall- ; 
Ing. Cushioned Tired Trolley und Truck Wheels elim- /py/ 

inate noise and prevent vibration. Erection as simple //// 
as A,B,C. Utilize small space. Make top shelves 
Safely available for stock purposes. One style— 
neat of design—nicely finished —any height ceil- 
ing. Thousands in use. Circular on request. 


mE PFE. MYERS & 3RO.CcOo. 


» ASHLAND, OHIO. 
PUMPS-WATER SYSTEMS- HAY TOOLS - DOOR HANGERS 
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Classified Opportunities 





Use the 


“Classified Opportunities Section” to reach Hardware Manufacturers, 


Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 


Classified Advertising Rates 
Opportunity Exchange Section 





BOXED DISPLAY RATES 
| WPT TT rT PET Tere 
Each additional inch.............. 4.00 


Positions Wanted Advertisements 
650% off rates quoted 


Address your advertisements and replies te 








Get Solid, Minimum of 6 lines... .$3.00 
Each additional line............ .60 
A Capitals, Minimum of 5 lines.. 4.00 
Each additional line............ 80 
Average 10 words to a line 
Allow One Line for Keyed Address 





Discounts for Classified Advertising 
4 imsertions, 10% off; 8 insertions, 15% 
oe 


Remittance Must Accompany Order 


Reatwace say, & Chaepeee.. Ane 


es, 39th 
City 
Harpware Acs is published each Thursday. 
Forms close Nine Daye previous to date ef 
publication. 








Samples of merchandise, literature, a Am gtag Mego than ordinary reforwarding postage should not 








BUSINESS OPPORTUNITIES 


POSITIONS WANTED 





FOR SALE—-Hardware Store established about 75 years; excellent lo- 
cation; inventory about $10.000; stock includes a general line of hardware, 
clean stock; on main line of P. R. R., in the best dairying and agri- 
cultural territory in the Eastern part of United States. Reason for sell- 
ing want to leave town. Address Shiffer Hardware Store, 12 South Market 





Street, Elizabethtown, Pa. 
FOR SALE-—Fast moving stock of hardware. Rapidly growing Texas 
town. Large trading area. Doing fine business, wide margin. Invoice 


Dissolution of partnership. Sales $60,000— 
New York City. 


around $18,000. Low rent. 
$70,000. Address Box 1-648, care of Harpware AGe, 





FOR RENT, an entire brick building 22x95 in the heart of the city. 
Three floors, concrete basement with electric elevator. A wonderful oppor- 
tunity for a popular priced hardware store. Rent reasonable. For further 














particulars, —e arold Merlander. Owner, 36 Kneeland Avenue, 
Binghamton, N. 
FOR SALE 

Old rg hardware, seed and implement business within 15 miles 
of five cities. yey of 100,000 pack. located near farmers market 
square. Address Box 1-622, care of powarr Ace, New York City. 

AVAILABLE 
Capable man with 9 years’ general hardware and paint experience 


in management and sales, wishes to associate himself with Manu- 
facturer or Jobber on salary or commission basis; prefer southwestern 
Pennsylvania or northwestern Maryland territory, but will consider 
other territory; Protestant: age 35; ee can furnish reference 
and bond if required. Address Box 1-647, care of HARD- 
WARE AGE, New York. 











Salesman of 15 Years’ Experience 


with hardware manufacturers calling on jobbing and large 
retail trade in South and Southwest desires connection 
with manufacturer; is particularly experienced in Tools, 
Household Hardware and Sporting Goods. Will consider 
any territory. 

Address Box I-644, Care of Hardware Age, N. Y. C. 














BUILDERS HARDWARE MAN with 15 years’ experience handling 
Builders and Contractors Supplies, desires connection with concern doing 
business in or near Greater New York. Can estimate and schedule hard- 
ware from plans and follow specifications. Can assume responsibility of 
complete Hardware Store. Excellent references. Address Box I-640, care 
of Harpware Ace, New York City. 





YOUNG MAN, married. 13 years’ experience in Builders’, Plumbers’, 
Engineers’, Electric and General Hardware supplies. Desires a position 
in wholesale, retail stores in Brooklyn or New "Vork City or vicinity. Ex- 
cellent references. Address L. J. Ford, 348-79th Street, Brooklyn, New 
York. Phone. Shore Road 3945. 





POSITION DESIRED as department manager, buyer or head salesman 
by man with thorough experience in the hardware, housefurnishing and 
yvaint lines. Best of references furnished. Address Box I-650, care of 


ARDWARE AGE, New York City. 





HELP SPECIALISTS 


FOR THE HARDWARE INDUSTRY IN NEW YORK 
STATE 


MALE AND FEMALE 


EVERY APPLICANT INVESTIGATED AND GUARANTEED 
FOR TEN TIMES THE WEEKLY SALARY INVOLVED 


ABBYE EMPLOYMENT AGENCY, INC. 
112 W. 42nd Street Bryant 7374-5-6 














SALES ACCOUNTS WANTED 








1930 WILL REWARD FIGHTERS 


An unusual opportunity is available to a few live manu- 
facturers to establish permanent responsible sales repre- 
sentation for New York, New Jersey, Philadelphia, Balti- 
more, Washington and Boston. Here’s a sales organiza- 
tion that is going to develop intensively SOME manufac- 
turer’s business in the above territory. Cooperation will 
be afforded thru a broad knowledge of merchandising 
and marketing conditions of specialties suitable for the 
hardware and housefurnishing jobber, large chain’ and 
department store trade. 


Address Box I-649, Care of Hardware Age, N. Y. C. 











MANUFACTURERS REPRESENTATIVE 
SEEKS ADDITIONAL LINE FOR NEW YORK 


A substantial reputation. Sixteen years contact leading hardware, 
housefurnishing, and paint jobbers. New York State, New Jersey, 
Philadelphia, Baltimore, Washington, D. C. Address— 


Edward Weingarten, 100 Amsterdam Avenue, New York City. 

















EXPERIENCED SALESMAN desires one or two good manufacturers’ 
lines for New England. 15 years’ road experience, last three as Sales 
Manager for National Manufacturer. Acquaintance Hardware and House- 
furnishing, Jobbers, Retailers, Department Stores, Builders’ Supplies, 
Wholesalers and Retailers. Best of references. Territory covered by car. 
Age 34, Christian, American. Address J. K. G., 12 Arborway Drive, East 
Braintree, Mass. 





ears successful ex- 
is Manufacturers 

Offices in San 
Address 


SELLING ORGANIZATION, backed a | fifteen 
perience, offers Hardware, Electrical and Sporting 
intelligent ag, — sales service Pacific Coast territory. 
Francisco an Angeles, three salesmen. Commission basis. 
Box 1-637, care a Harpware Ace, New York City. 























HARDWARE AGE for JANUARY 2, 1930 117 


Classified Opportunities 












































~H WANTED—SALESMEN calling on hardware stores, house furnishing 
pees department stores and Jobbers po on ee ae 
novelty rugs; large commission. WILKENS 7 f 
SALESMAN TO SELL BRUSHES White Plains, New York. 
We have an opening for a clean-cut man acquainted with Hardware 
and Department Store trade in New York State from Yonkers tu ROPE SALESMEN WANTED in all territories—100 per cent pure 
Albany and lower Connecticut to sell complete line of brushes, Manila rope 17c. Ib. basis. Fast selling side line, five per cent commis- 
Foe ogee mast. ne ge live on ee 4 and mare, Se Fully sion. UNITED FIBRE COMPANY, 82 South Street, New York City 
describe experience and acquaintance. References. A ress Box 
1-646, care of HARDWARE AGE, New York. pieasdielon lacs rae emnondemeibates 
an 
SAL ES REPRESENTATIV E wanted to sell TAP- rr -€ hipless ~ Ice 
Picks to Wholesale Hardware and Drug Jobbers in Central and Southern 
States. Commission basis. Address A. L. LANE, 53 Beach Street, New 
York City. 

REPRESENTATIVES WANTED COMMISSION SALESMEN IN EACH STATE for manufacturer of 
Commission men calling on jobbers, department stores and large hand tools and hardware specialties. Advise territory covered and noueee 
hardware stores. Fast selling household eeuennley, aaoasal by represented. Address Box H-638, care of HarpwAre Acz, New York City. 
authorities, appeals to everyone, leads and inquiries supplied. Could 
be handled in conjunction with another line. Sample and _ price ‘ = . 
list on request. PHILADELPHIA WHOLESALE HARDWARE HOUSE has territory 

F " open in Pennsylvania. State full particulars. All replies confidential. 
Isla Manufacturing Company, 53 Hanover Street, Boston, Mass. y 9 aoe Box 366, care of Harpware AGE, 1402 Widener Bldg., Philadel- 
phia, Pa. 























Sales Representatives Wanted 


In a recent issue of this paper under the classification of 
“Sales Representatives Wanted,” were twelve different adver- 
tisements for salesmen calling on the retail hardware trade. 


It looks as if hardware concerns knew where to “go’’ for 
hardware salesmen, doesn’t it? ; 


And by this same reasoning it looks as if these concerns 
reckon that men know where to “go” to find these oppor- 


tunities. 


It’s a good paper that serves the trade “both ways,” isn’t it? 
Try it and see. Address— 


Hardware Age, 239 West 39th St.,New York 


“‘Classified Opportunities Section’’ 
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Classified Opportunities 





Use the “Classified 


ities Section” to reach Hardware Manufacturers, 


Opportuni 
Manufacturers’ Agents, Jobbers, Jobbers’ Salesmen, Retailers and Retail Salesmen. 


Classified Advertising Rates 
Opportunity Exchange Section 





BOXED DISPLAY RATES 
Sey ere Tite eee, 
Each additional inch.............. 4.00 


Positions Wanted Advertisements 
60% off rates quoted 


Address your advertisements and replies te 








Bet Solid, Minimum of 6 lines... .$3.00 
Each additional line............ 60 
All Capitals, Minimum of 5 lines.. 4.00 
Each additional line............ £0 
Average 10 words to a line 
Allow One Line for Keyed Address 





Discounts for Classified Advertising 
4 insertions, 10% off; 8 insertions, 18% 
o 


Remittance Must Accompany Order 


Hard Classified 
tunities, 280" West S0tb St. Row 
oe 





Harpware Acs is published each Thursday. 


Forms close Nine Days previous to date ef 
publication. 





Samples of merchandise, literature, a. ai a ae eeteny reforwarding postage should sot 





BUSINESS OPPORTUNITIES 


POSITIONS WANTED 





FOR SALE—-Hardware Store established about 75 years; excellent lo- 
cation; inventory about $10.000; stock includes a general line of hardware, 
clean stock; on main line of P. R. R., in the best dairying and agri- 
cultural territory in the Eastern part of United States. Reason for sell- 
ing want to leave town. Address Shiffer Hardware Store, 12 South Market 
Street, Elizabethtown, Pa. 





Fast moving stock of hardware. Rapidly growing Texas 
town. Large trading area. Doing fine business, wide margin. Invoice 
around $18,000. Low rent. Dissolution of partnership. Sales $60,000— 
$70,000. Address Box 1-648, care of Harpware AGe, New York City. 


FOR SALE 





FOR RENT, an entire brick building 22x95 in the heart of the city. 
Three floors, concrete basement with electric elevator. A wonderful oppor- 
tunity for a popular priced hardware store. Rent reasonable. For further 
particulars, write Harold Merlander. Owner, 36 Kneeland Avenue, 
Binghamton, N. Y 





FOR SALE 
Old Established hardware, seed and implement business within 15 miles 
of five cities. Population of 100,000 ple, located near farmers market 
square. Address Box 1-622, care of Hapnowser Ace, New York City. 





POSITIONS WANTED 


§ 





HELP SPECIALISTS 


FOR THE HARDWARE INDUSTRY IN NEW YORK 
STATE 


MALE AND FEMALE 


BEVERY APPLICANT INVESTIGATED AND GUARANTEED 
FOR TEN TIMES THE WEEKLY SALARY INVOLVED 


ABBYE EMPLOYMENT AGENCY, INC. 
112 W. 42nd Street Bryant 7374-5-6 

















AVAILABLE 


Capable man with 9 years’ general hardware and paint experience 
in management and sales, wishes to associate himself with Manu- 
facturer or Jobber on salary or commission basis; prefer southwestern 
Pennsylvania or northwestern Maryland territory, but will consider 
other territory; Protestant; age 35; married; can furnish reference 
and bond if required. Address Box 1-647, care of HARD- 
WARE AGE, New York. 











Salesman of 15 Years’ Experience 


with hardware manufacturers calling on jobbing and large 
retail trade in South and Southwest desires connection 
with manufacturer; is particularly experienced in Tools, 
Household Hardware and Sporting Goods. Will consider 
any territory. 

Address Box 1-644, Care of Hardware Age, N. Y. C. 














BUILDERS HARDWARE MAN with 15 years’ experience handling 
Builders and Contractors Supplies, desires connection with concern doing 
business in or near Greater New York. Can estimate and schedule hard- 
ware from plans and follow specifications. Can assume responsibility of 
complete Hardware Store. Excellent references. Address Box I-640, care 
of Harpware Ace, New York City. 





YOUNG MAN, married. 13 years’ experience in Builders’, Plumbers’, 
Engineers’, Electric and General Hardware supplies. Desires a_ position 
in wholesale, retail stores in Brooklyn or New York City or vicinity. Ex- 
cellent references. Address L. J. Ford, 348-79th Street, Brooklyn, New 
York. Phone. Shore Road 3945. 





POSITION DESIRED as department manager, buyer or head salesman 
by, man with thorough experience in the hardware, housefurnishing and 
print lines. Best of references furnished. Address Box I-650, care of 


Tarpware Ace, New York City. 








SALES ACCOUNTS WANTED 








1930 WILL REWARD FIGHTERS 


An unusual opportunity is available to a few live manu- 
facturers to establish permanent responsible sales repre- 
sentation for New York, New Jersey, Philadelphia, Balti- 
more, Washington and Boston. Here’s a sales organiza- 
tion that is going to develop intensively SOME manufac- 
turer/s business in the above territory. Cooperation will 
be afforded thru a broad knowledge of merchandising 
and marketing conditions of specialties suitable for the 
hardware and housefurnishing jobber, large chain’ and 
department store trade. 


Address Box 1-649, Care of Hardware Age, N. Y. C. 











MANUFACTURERS REPRESENTATIVE 
SEEKS ADDITIONAL LINE FOR NEW YORK 
A substantial reputation. Sixteen years contact leading hardware, 


housefurnishing, and paint jobbers. New York State, New Jersey, 
Philadelphia, Baltimore, Washington, D. C. Address— 


Edward Weingarten, 100 Amsterdam Avenue, New York City. 


~~ 











aieead 








EXPERIENCED SALESMAN desires one or two good manufacturers’ 
lines for New England. 15 years’ road experience, last three as Sales 
Manager for National Manufacturer. Acquaintance Hardware and House- 
furnishing, Jobbers, Retailers, Department Stores, Builders’ Supplies, 
Wholesalers and Retailers. Best of references. Territory covered by car. 
Age 34, Christian, American. Address J. K. G., 12 Arborway Drive, East 
Braintree, Mass. 





's successful ex- 
s Manufacturers 

Offices in San 
Address 


SELLING ORGANIZATION, backed by fifteen 
perience, offers Hardware, Electrical and Sporting 2 
intelligent aggressive sales service Pacific Coast_territory. 
Francisco | Los Angeles, three salesmen. mmission basis. 
Box 1-637, care of Harpware Ace, New York City. 
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Classified Opportunities 


SALES REPRESENTATIVES WANTED SALES REPRESENTATIVES WANTED 


i WANTED—SALESMEN calling on hardware stores, house —— 


















































trade, department stores and Jobbers to handle as side line our brai 
SALESMAN TO SELL BRUSHES novelty rugs; large commission. WILKENS MFG. CORPORATION, 
- - i. White Plains, New York. 
We have an opening for a clean-cut man acquainted with Hardware 
and Department Store trade in New York State from Yonkers to ROPE SALESMEN WANTED in all territories—100 per cent pure 
Albany and lower Connecticut to sell complete line of brushes, Manila rope 17c. Ib. basis. Fast selling side line, five per cent commis- 
cramaiselon basis. Must live on joctiboey and nee, 5b. Fully sion. UNITED FIBRE COMPANY, 82 South Street, New York City 
descr experience and acquaintance References. Address Box Foot of Wall St., and East River 
1-646, care of HARDWARE AGE, New York. ( i ). 
SALES REPRESENTATIVE wanted to sell TAP-IT Chipless ~Ice 
Picks to Wholesale Hardware and Drug Jobbers in Central and Southern 
States. Commission basis. Address A. L. LANE, 53 Beach Street, New 
York City. 
REPRESENTATIVES WANTED COMMISSION SALESMEN IN EACH STATE for manufacturer of 
eats: tiles: aaliiiaie: isi. ieiliiied: Miliiiiiiaias tiie eh 1 hand tools and hardware specialties. Advise territory covered and houses 
S$ us obbers, nt stores d large 
hardware stores. Fast selling household necessity, endorsed te represented. Address Box H-638, care of Harpware Ace, New York City. 
authorities, appeals to everyone, leads and inquiries supplied. Could 
be handled in conjunction with another line. Sample and price 
list on request. PHILADELPHIA WHOLESALE HARDWARE HOUSE has territory 
open in Pennsylvania. State full particulars. All replies confidential. 
Isla Manufacturing Company, 53 Hanover Street, Boston, Mass. Address Box 366, care of Harpware AGE, 1402 Widener Bldg., Philadel- 
phia, Pa. 

















Sales Representatives Wanted 


In a recent issue of this paper under the classification of 
“Sales Representatives Wanted,” were twelve different adver- 
tisements for salesmen calling on the retail hardware trade. 


It looks as if hardware concerns knew where to “go” for 


hardware salesmen, doesn’t it? 
And by this same reasoning it looks as if these concerns 
reckon that men know where to “go” to find these oppor- 


tunities. 


It’s a good paper that serves the trade “both ways,” isn’t it? 
Try it and see. Address— 


Hardware Age, 239 West 39th St.,New York 


“Classified Opportunities Section” 
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THE ADVERTISERS INDEX is published as a _ convenience 


and not as s part of the advertising contract. 
rt. 


No allowance will be made for errors or failure to insert. 


Every care will be taken to index correctly. 





A Blaisdell Pencil Co............ 31 | Dazey Churn & Mfg. Co....... GoRIE Patt Ge) os cneus «85.5 
: : _ | Bluffton Slaw Cutter Co........ De Laval Separator Co......... 16 | Goodrich Rubber Co., B. F., The 
Ce era 83 : : . 
: a en Bommer Spring Hinge......... 20S CONN TRI oie wi dio ace e's bine aie oe Grand Rapids Hardware Co..... 
Addison-Leslie Co. ‘ - 
‘ Besley Ge DEW. .. cassec saws at L PMIMAMRDS 15 cide's 0,9 pes aie Greene Tweed Corp. of N. J.... — 
PN NN ED oasis bows days : . . : > 
Ristiasiz Cc Boston Woven Hose & Rubber NS 8 a eee rey er 19-20 | Greenfield Tap & Die Corp..... 2 
Alabastine ee OP Tee eres . 4 . 5 2 
ee ies oo CO. wie eee cece cece cece sees — | Diamond Calk & Horseshoe Co. . Greenlee Tool Co...........++- 3 
Alexander amilton Institute... ¢ . > 7 = 
All Cc TI 7 sian Boucher Mfg. Co., H. E....... Dickson Weatherproof Nail Co..114 | Griffin Mfg. Co..............- 33 
Allegro Co., Bs dececeednwten : : 
— i 2 Brach Mig. Co., 1... S.... ite Ge. ROR: 2.5.2 sete 
ol a ae oe 115 Brainerd Mfg. C : i y 
. PRAISES PETE, N26 22h 0 4 2:0 4 Display Material Co............ . H 
wpence: Mie. Co. ...;........ Reathes. A 
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Repair Links You’ll SELL 


gee your customers K. & B. Drop Forged 
Tire Chain Repair Links. They'll hold 
and Jast. Unequalled for combined conve- 
nience and toughness. Forged from toughest 


KILBORN STEEL 


Your K. & B. Repair Links will outpull 
and outwear your customers’ chains of equal 
size. Brass pin at joint prevents rust. Specify 
whether bright links or galvanized are wanted. 

Write for Prices 


The ‘Green Line” includes also high qual- 
ity mechanics’ Cold Chisels, Punches, Screw 
Drivers, Drills, also Box Hooks and many 
other super strong tools. 


Send for Complete Catalog. 


% THE KILBORN @ BISHOP CO. 


196 Chapel Street, New Haven, Conn. 


Manufacturers of the 


“GREEN LINE TOOLS” 


8 cceeeerxacae tits Otee d U. S. Patent Office 
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DOMES of SILENCE 

Customers gladly invest Ten Cents for a set 
of 4 Domes of Silence which often save many 
dollars in replacement of fine furniture. They 
let a chair slide—in any direction—at a mere 
touch. They give furniture 
three times the life. 


And the convenient little 
package helps the sales. 


If Your Jobber Cannot Supply 
You—Write Us Direct 





We also make all grades of Sliding Casters, Pin 
Slides, Felt Slides, etc. 


DOMES OF SILENCE, INC. 
21 Pearl Street New York City 
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Millions 
and Millions 


ef Peeple are Pushing 


Them 


whenever they open a door 
Fellow the line of least resistance 


use BOMIMEPF aiways 
They are the best 
Bommer Spring Hinge Co., Brooklyn, N. Y. 
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trail of hack saw 
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Backed by a sales plan that as- 
sures you of steadily increasing 
hack saw business from your 
own customers and prospects. 
Eager to drive in greater hack FSS 
saw profits—these rangyWolves ESS3 
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More profit for farm folks—this is the 
foundation of all ‘‘RED BRAND”’ ad- 
vertising. 

And, as the farmer profits, so will 
you, this company and the entire fence 
industry. 

To accomplish this, fence must be sold 
to farm folks as an investment—not 
merely for replacement and repairs. As 
an aid in this ‘‘use more fence’’ cam- 
paign, we have just published a valuable 
book on Farm Planning. 

Successful farmers in sixteen states 
contributed the material for this inter- 
esting, illustrated book. It describes and 
pictures actual, successful farm plans. 
From this book fence dealers can learn 


KEYSTONE STEEL & WIRE CO. 
PEORIA, ILL. 


Sell FARM 
PLANNING 


not merely Farm Fencing 


how to start farm folks on a definite 
Farm Plan, a little at‘a time, so that in 
three to four years the owners can turn 
stock into any field to pick up corn missed 
in husking; clean up shattered and down 
grain; hog down crops; clean out weeds 
with sheep; pasture stock in any field— 
saving feed that now goes to waste. 


With a definite Farm Plan, farm folks 
can send crops, roughage and waste to 
market on the hoof and keep the fertilizer 
at home where it is needed to build up 
soil fertility. 

No matter what kind of fence you sell, 
you are invited to write for this book on 
Farm Planning. It was printed for the 
use of the entire fence industry. 








ED BRAND FENCE 


‘‘Galvannealed’’—Copper Bearing 
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